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Sipe: 


OF THE YEAR ~<a 
The New i at 


WINCHESTER SA 


‘MODEL 60 


TO RETAIL AT a 


Thoroughbred quality from the muzzle of 
its 23-inch tapered barrel to butt, made to 
sell at a price that means surprising value, 
fast turn-over and volume. Backed by pow- 
erful advertising with color page in the 
Saturday Evening Post of March 28th. Our 
factory is working day and night to meet 
the demand. Get in on this real sales oppor- 
tunity by placing your order with your 
jobber TODAY. 


WINCHESTER REPEATING ARMS CO. 


New Heaven, Conn., U.S.A. 


TRADE MARX 
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Just plug Cinderella in any 
electric outlet and it does 
the washing in a jiffy~ 
for only one cent an hour. 





Cinderella is useful for the 
week’s wash, and for 
quickly needed things that 
are washed every day. 





Cinderella is a big seller 
to small families—espe- 
cially to families with 
young babies. 














Used with non-inflam- 
mable, non-explosive dry 
cleaning fluids, Cinderella 
dry cleans perfectly. 
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Soaps 


aderella 372 


Opens an Unlimited Market 
Brings Exceptional Profits 


it washes as mach as 14 diapers, or 
10 pieces of lingerie, or 5. men’s 
shirts—in 15 minutes. How simple 
and easy it is to operate—and watcb 
the sales roll in! 

Every woman is a prospect for this 


ERE is just what every woman 
I wants at a price every woman 
can pay. A complete electric Clothes 
Washer and Dry Cleaner for only 
$37.50. Just as startling as the price 
is the amazing new “Bubble-Action” 
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Cinderella is just right for 
apartment dwellers. It can 
be tucked away in small 
space when not in use. 





This glass demonstrator 
shows Cinderella’s ‘“Bub- 
ble-Action” in action, and 
helps you make sales. 





principle. It washes clothes spotlessly 
clean without moving parts to wear 
the fabrics or pull off buttons. And the 
operating cost is less than one cent 
an hour. 

Demonstrate how gently Cinder- 
ella handles dainty fabrics. How 


washer at $37.50. It brings you a 
profit of $60 on a $90 investment. 
And the special glass: demonstrator 
makes it virtually sell itself. 
Cinderella is a product of The 
Black & Decker Mfg. Co., World’s 
Largest Manufacturer of Portable Elec- 
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quickly it washes dirty clothes. How _ tric Tools. Send in the coupon today. 






| 

Black & Decker Mfg. Co., 
Towson, Md. | 
Please send me the name of my state distributor and the sales plan on the new Cinderella Clothes Washer and | 
Dry Cleaner. | 
| 
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ALWAYS IN 
DEMAND 


REENLEE No. 22 Solid Center Auger Bits sell easily because they 
are general-purpose.tools that are found in the kits of thousands of 

good carpenters, electricians and plumbers. In addition, there is always 
a demand from the handy man who has dozens of boring jobs to do around 
the house. 
The Greenlee is a popular bit because it combines easy boring qualities 
with all-around usefulness. The sturdy center, ample spiral, and accurately 
pitched screw and cutting edges form a perfect cutting unit. The spurs 
are just the proper height and thickness, the cutters are keenly edged and ° 
the screw point is well cut. Also note the fine finish, which is due to the 
extra amount of polishing. From the forging of high carbon steel to the 
finishing and careful inspection, each bit must be “right” to uphold the 
Greenlee standard of quality. It means satisfaction to all concerned. 
The No. 22 is packed in various kinds of assortments, all of which are 
very attractive. Write today for prices and discounts. 








THE GREEN MARK—A QUALITY GUARANTEE—IS ON EVERY GREENLEE BIT AND CHISEL 


DISTRICT SALES OFFICES: 


NEW YORK: 53 Warren St. NASHVILLE: 606 Cotton States Bldg. SEATTLE: L. C. Smith Bldg. 
BOSTON: 34-38 Binford St. SAN FRANCISCO: Sheldon Bldg. VANCOUVER: 2808 39th Ave. W. 
PHILADELPHIA: 1209 Olive St. LOS ANGELES: 1301 Washington Bldg. MONTREAL: 129 St. Peter St. 






Tools that 
Stay Sold- 






GREENLEE IOOLS 


Greenlee Fool Co., Rockford, 71). 
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KAMPKOO 


AMERICA'S FAVORITE CAMP STOVE 











HAT? You don’t sell Kamp kooks? Then you’re passing up a lot 
of good profitable business. 9 Per haps you have the idea that outdoor 
sportsmen and motor gypsies are the only people who use Kampkooks. Nothing 
to it, Kampkooks are used for all kinds of purposes. 9One dealer tells us he 
sells 50 Kampkooks a year to men who travel in poultry cars as caretakers. 
Another says that most of the Kampkooks,he sells are used right in 
the kitchen as “hot weather cook stoves”. A third dealer 
reports that many families in his town are getting the pic- 
nic-a-week habit, and they are all easy to convince that 
Kampkooked “ham and” beats cold salads and dry 
sandwiches for an outdoor meal every time. 
§Kampkook is the folding gas range. 
Makes its own gas from gasoline. 
Lights instantly; no generating 
required. Burns witha blue, 
windproof flame, hotter 
than city gas. Made 
in 8 models. 
Write for 
prices. 


AMERICAN GAS MACHINE COMPANY, Inc. 


360 Furman St., Brooklyn, N. Y. ALBERT LEA, MINN. 4242 Hollis St., Oakland, Calif. 
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in your 


Neighborhood Can Benefit 
from BosLEY’s WEATHER STRIP 


The Market is There.....Why Overlook it?..... 


Two thirds of the population of the United 
States live in houses — 12,500,000 homes. 


**Double Contact.”’ “You Can't Sell 
Many apartments can be made more com- wpe: you Haven't 


fortable — more _ healthful—by improved ” on 
weather stripping. Door bottom strips stop 
drafts under bedroom doors. Bosley-protected 


“Bomeco”—All windows stop heat leakage. Are you getting 
ices -- pea 
cot your share? If you have the good will of your 


trade keep.it by stocking Bosley’s Weather Strip 


—at all times. 





THE D. W. BOSLEY CO., CHICAGO, ILL. 


**Ameco’’—Cop 
pered steel eniitde. 











= Your Grandfather Bought Weather Strip from 


| BOSLEY’ 


cushion, 4-ply. SREEeapes 
Trade Mark Registered 
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Here’ a Business that 














Thor Agitator Washer *QQ75 se Thor Model No. 16 Super- s] 29 50* 


Retailing at . . « « -« Agitator Washer, Retailing at 




















Thor Table Ironer $7 Q50* 
Retailing at . _ 





Thor Wringerless Washer Thor Combination Washer 
Retailing at... $QQ75* and eomcnnane | 4.975* 


Tron. Retailing at 
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is Good All the ‘Time 


HEN everybody is prosperous 

and spending money freely any 
merchant can make money. But when 
things tighten up — when the public 
stops buying luxuries— that’s the acid 
test of your line. 


Home laundry equipment is a ne- 
cessity. The tougher the times, the 
easier it is to sell electric washers and 
ironers. Why? Simply because more 
people do their own laundering when 
conditions are tight. 


This is the reason scores of radio 
dealers are taking on the Thor line of 
washers and ironers. 


The Thor line offers many attractive 
and exclusive features. In price range 
it is a competitive line—Washers from 
$99.75 to $795.00. Ironers from $49.50 
to $215.00. It is a complete line — 
meeting every requirement of style, 
type, capacity and price. It is exten- 
sively advertised — Thor has been a 
household word for 25 years. 


And you can do a big volume of 
business on a small inventory because 
Thor can give you overnight deliveries. 
Only a sample stock required. 


The Golden 
Bowl Washer 
Retailing at 


$1750" 


* Prices slightly higher 

in the West, the Rocky 

Mountain area and in 
Canada. 


Keep your organization busy 
It requires no specialized training or 
experience to sell Thor Washers. Your 
present sales force can sell Thor appli- 
ances the first day you have them in 
stock. There are no installation or 
service problems connected with the 
washer and ironer business. The Thor 
line has been a life-saver for many 
radio and musical instrument dealers. 


A few good territories open for 
both dealers and distributors 
We have a most attractive proposition 
to offer to both retail dealers and 
wholesale distributors in several sec- 

tions of the country. 
Why not investigate this PAYING 


business at once? Mail us the coupon 
and we'll send you all the facts at once. 


HURLEY MACHINE COMPANY 
22nd St. and 54th Ave., Chicago 














Thor Attachment 
Troner, Retailing 


at 4.950" 


Address... 


es 









HURLEY MACHINE COMPANY, 
Dept. B-2, 22nd St. and 54th Ave., Chicago. 


Gentlemen: Please send me complete details of the Thor 
Franchise for our consideration. 


Thor Stationary [roner 


Retailing at $] '7500* 








Thor Lifetime Cylinder 
Washer Retailing at 


817500" 
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The famous GOLD WRAPPER 
E ADVERTISING 
















GOLD INK gives a life- 
like reproduction of the 
famous ‘‘Gold wrap- 
per.’’ Addedselling help 
for the best-selling 
garden hose! 
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THE B. F. GOODRICH RUBBER CO., eh was 


Akron, Ohio 
Send me a copy of the “Goodrich Merchandis- 


ing Plan for Garden Hose Dealers.” e 
666 oodri q° h 
Address. 


City State 
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backed by NATIONAL 


... and Popularized by 
UNCLE ABE aid DAVID 








F you'll look at our advertisements in the early 

spring issues of Better Homes and Gardens, 
you'll find that we use Gold printing ink to 
make the Maxecon package look exactly the 
same in the magazine as it does in your store. 


If you'll tune in on Uncle Abe and ‘David, 
you'll find that our national broadcasting also 
emphasizes the Go/d wrapper as a ready means 
of identifying Maxecon hose. 


Display Maxecon and you will very soon dis- 
cover that its Gold wrapper is a genuine sales 
magnet. People know this package. They’ve seen 
it advertised in Gold. They’ve learned about its 
high quality through magazine advertising, and 
in the broadcasts by Uncle Abe and David. 
Naturally, sales of this hose come quicker, easier. 


As a matter of fact, Maxecon Garden Hose... 
without this striking gold ink advertising... with- 
out this radio publicity...increased its sales by 
40% in 1930; yielding to the dealers who 
featured it a gross profit of nearly 40%. 

Well known in 1930, as proved by mounting 
sales...even better known this season, thanks to 
powerful magazine and radio advertising... 
Maxecon, you will find, sells faster and with less 
effort. Prove it, to your profit. Even though you 
stock other hose, you will find it worth while to 
display a few packages of Maxecon. 


As an added sales help, not only for Maxecon 





Maxecon’s radio representatives, UNCLE ABE & 4 


Garden Hose, but for your entire stock of garden- DAVID, the laughable, lovable pair who have so rapidly 
ing supplies, we have developed a helpful mer- forged to the very front rank of radio entertainers. This 
chandising plan. For details, mail coupon to The national broadcasting provides additional publicity for 

c ; Maxecon Garden Hose...added sales help for dealers 
B. F. Goodrich Rubber Company, Akron, Ohio. who display the famous gold wrapper. 


Miaxeeon Garden Hose 
sige) Another B. F. Goodrich Product 
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SIMONDS SAW AND STEEL Co. 


ESTABLISHED 1832 


SAWS >, FILES 
KNIVES .« cromonds} sa STEEL 
ea FITCH BURG MAS iene. ’ 


Fitchburg, Mass., 
February 26, 1931 


THE BLADE 
WITH THE 


RED BACK 


HIGH SPEED 
STEEL 


To Dealers Selling 
"Red Streak" Hack Saws - 


THE BLADE 


a vo Some satisfaction, isn't it, to have the fun of sell- 


RED END 
TUNGSTEN ing a blade that has quality and something else? 


STEEL 


That something is a trade mark so bright it talks for 
itself. Moreover, the mark is placed at the end of 
the blade where it tells the user to "Cut Toward The 
Red." No danger of spoiling a blade by putting it 


in the frame wrong end to. 


These are two exclusive features that help you dealers 
setisfy your customers better and sell more Hack Saws 


than the fellows can sell who don't have them. 


Support your Jobber. Get your Simonds "Red Streak" 


Hack Saws from him. 


Yours very truly. 
SIMONDS SAW & STEEL CO., 





Now building Industry's First Windowless Factory 
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NorcE Electric Refrigerator has proved | 2 
itself over a period of six years in world wide ; | 
use and Norge is now stepping out. Norge : i fT 
stands alone now with a quality product, ee mines ‘ 
having more features in favor of the dealer 
than you’ll find in any other major household 


electric appliance. 


1. The Norge is package merchandise. 2. It’s a short 
line—three standard models and two specials. 3. It’s 
a fast turnover line—with small inventory. 4. It’s : 
backed by Borg-Warner Corporation. 5. A new mer- ee 
chandising plan is ready with suggestions for successful 
operation. 6. The plan is complete with everything 
from a Financing set-up to salesmen’s Sales Tools. 7. A 
powerful advertising program backs the Norge Dealer. 
8. The Norge has 34 superior 








a ee 

















consumer features—19 of them 

original with Norge. 9. Of these D O O DAR 

features perhaps the most impor- i 
tant is the Rollator... Norge’s ns fl 
distinctive, perfected mechan- Yes! This is Norge’s first BIG year. Norge has 
ism. 10. Norge has superlative proved itself and is ready for deserved leadership. 
quality. 11. Norge, with the ; ee hee: i 
everlasting Rollator, is long Norge is worth while investigating. A letter now i 
lived. 12. Norge is low priced. will bring full details, and quick action. Write. i 
13. Norgeisservice free. 14. The ; ‘ NORGE CORPORATION (Division of Borg-Warner) ‘ 
chassis is completely replaceable, quickly, simply. 656 EAST WOODBRIDGE STREET, DETROIT, MICH. j 





RICELRGE 


TH ROLLATOR 
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for DOUBLE STEEL TRACK 


— 






Looking ahead to harvest days, 
naturally, one of the crops thought 
of first is hay. On second thought, 
Myers Hay Unloading Tools come 
to mind as being closely associated 
with this important crop over a 
long period of time. 


Lean harvests. Fat ones. Fine 
crops. Poor ones. Myers Hay Un- 








Seosouatie loading Tools have stood the test 
plenes of time, unloading the hay and 
Pumps for grain on tens of thousands of farms 










Every Purpose each year. Keeping up perform- 

Water ance records, selling themselves to 
Systems father, to son, to neighbors, to 
friends, wherever hay or grain is 
grown, there you will find Myers 
Hay Unloading Tools. 


Perhaps, you have been one of 
the many dealers who has already 
placed his specifications with us for 
1931. If not, we solicit your in- 
quiry and request for catalog and 
prices. 
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MYERS O-K HAY UNLOADER 
WITH EXTRA 
LONG TRUCKS 













NO.209 
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for STEEL OR 
WOOD TRACK 
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gone 


This year they want NEW values 





This NEW Automatic 
Padlock ... Sleek and 
Modern... Makes 
SALES by Added VALUE 


No. 20. It Locks Automatically — 
“At the touch of your finger.” Shoppers expect more-for-the-money this year. New merchandise, and 


better values, will bring them into your store and make them buyers. 


That's why Slaymaker designed this new Automatic Padlock, No. 
20, with its modern Chromium finish, and the clever spring-cam 
action which closes the shackle automatically, when turned 


to the closing position. (Patents pending.) 


RETAILS for $1.00 


Although it is made so that you can sell it for 
$1.00, the solid die-cast body, steel protector- 


casing and disc-tumbler mechanism give it the 





strength and security found only in high- 
: ‘ Packed individually in color- 
priced locks. Endless key changes are possible. fu) window-type boxes, only 6 


to the counter display carton. 
A small investment with a 


ORDER FROM YOUR JOBBER rapid turnover. 


~SLAYMAKER 


LOCK COMPANY » Since 1888 « LANCASTER, PENNA. 
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The high position of Ray-O-Vac among the finer flashlights 


is convincing evidence of present superiorities ... and the 
record of Ray-O-Vac in pioneering and development during the past 
twenty-five years is suggestive of even greater things soon to come. 


French Battery Co., Madison, Wis. General Sales Office: 20 N. Wacker Drive, Chicago 


Makers also of Radio “A,” “B” and “C” Batteries; Autoradio and Aircraft Batteries; Ignition and Telephone Batteries; Ray-O-Vac Radio Tubes 
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In THE BOSTON LINE 


There’s a well-known brand 


lor every garden hose need 

You can concentrate alone on the Boston Line 
of Garden Hose and fill every garden hose re- 
quirement in your territory. Every brand in the 
Boston Line has its own special job or purpose. 
And every brand is a leader in its own price 
field. The result is a complete, well-balanced 
line that meets every requirement and makes 
your store Headquarters for Garden Hose. 


Headed by the famous Bull Dog Cord brand, 
the Boston Line of Garden Hose includes these 
7 standard brands:— 


Moulded Hose. The Bull Dog Cord; Thoro- 
bred; Vigilant and Vixen Brands, Braided cord 
construction with corrugated cover. Built of 
alternate layers of live rubber and _ tightly 
twisted, braided cotton cords, vulcanized into 
one inseparable wall. 


Plied Hose. The Bull Dog 7 ply; Good Luck 
6 ply and Leader, 5 ply brands. Improved 
sheeting hose made possible by new plied hose 
construction. Smooth moulded cover. Can 
also be furnished in long lengths without 
splices. 


In range of price, quality of materials, charac- 
ter of construction, the Boston Line is the most 
complete, reputable and up-to-date line of gar- 
den hose on the American market. Made by the 
largest manufacturers of mechanical rubber 
goods in the world. Write for full information. 





All of this hose except Bull Dog Cord 
will be furnished in red if desired. 
Vigilant and Vixen brands are also 
furnished in green. 
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ity for the three months of February, 
March, and April, which is available 


to all Edison MAZDA * Lamp Agents. 


Not once, but three times during this period 
FIRST AID will supply real sales-producing 
material: A\ll of the material shown at the 
upper right (except the actual lamps) will 
be distributed during February. A window 
display like that means SALES. 


In March Edison Agents will receive the unusual 
and interesting material shown in the upper left. 
Few people are going to pass that display without 
being interested. Consumer interest brings 
business. 


And in April the new Edison LIVE-WIRE 
Merchandiser (shown at the lower right) makes 
its appearance. This carefully designed little 
sales tool will build business, not only during 
the remainder of the FIRST AID Activity, but for 
years to comel 

If you are not already an 















EDISON LAMP WORKS 
NELA PARK 
CLEVELAND, OHIO 


for 1931. 





I am now selling = 
name of brand 











Name eet he 


Edison MAZDA Lamp Agent 
and enjoying the advantage of 
FIRST AID and similar activities 
which appear every year, ask 


I am interested in Edison MAZDA Lamp Sales Aids. your Edison Jobber about them. 
Please send me a complete description of your program You wil | be ntasadin di Or 


send in the coupon. 











Me 


| Qe Siege 


fl 


931 | 


EDISON — 


MAZDA LAMPS 


FIRST AID fo evison mara 


IRST AID is a well-planned sales activ- LAMP AGENTS 





0 MB. Be. f | 


cacao 


7% 
~ 
BS 
| =~ 
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Se *MAZDA—the mark of a research service. 


um] EDISON MAZDA LAMPS 


__ Lamps. GENERAL ELECTRIC 
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ANNOUNCEMENT OF 





RE=ER 
CATALOG No. 30 


Any Hardware Dealer who has not received a copy will be supplied upon request 
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With this NEW PATENTED INDEX YOU DON’T HAVE TO HUNT or be familiar with the line. Open at the index, the pages 
of which are illustrated in miniature; you readily find the small picture of the item wanted. An arrow points to the proper 
index notch, into which, insert the thumb, let the book fall open and there is the illustration and catalog description. 
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KELLY AXE & TOOL WORKS 
THE AMERICAN FORK & HOE CO. 


CHARLESTON, W. VA. 
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WICKWIRE 
BROTHERS 





CORTLAND 
WIRE CLOTH 


made from 


OPEN HEARTH 
STEEL 


SPECIAL 
COPPER ALLOY 


Wieckwire Brothers | 


Entire Office and Factory 
Located for 37 Years 
at 


Cortland, N. Y. 

















When Women See It 
They Buy 


This complete line of high quality 
enameled ware with its very moderate 
prices—new shapes—new color com- 
bination of sparkling white with soft 
green trim—has won instant favor 
with women everywhere. 

Your jobber will gladly tell you all 
about this profitable opportunity. 


NATIONAL ENAMELING & STAMPING CO., INC. 
Executive Offices: 270 N. Twelfth St., Milwaukee, Wis. 


Also Manufacturers of Royal Granite Enameled Ware 
Standard for More Than Forty Years 


A 


HIGHLY 
SUCCESSFUL 
COMBINATION 
OF QUALITY 
AND PRICE 











ROYAL 


A o 0 


ENAMELED WARE 











es 
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New advaneed shapes and 
special features of Royal 
White Enameled Ware 





Convex Sauce Pan 





Coffee Percolator 


Tea Kettle 





New convex shapes combine beauty with 
added utility. This new design prevents 
boiling over as cover sets on inside flange, 
and wide shoulder and high rim with con- 
vex sides throw water to center of pan and 
prevents boiling over. 

e e é 
This kettle has all of the convex design 
advantages as well as specially designed 
ears which hold handle upright or in hori- 
zontal positions so that it cannot touch 
sides thus keeping wood grip cool and 
preventing it from burning. Note new 
hand-fitting grip of modern design. 

ow e e 
New design of coffee percolator with broad 
bell bottom gives extra large heating sur- 
face for speedy percolation—hard to tip 
over—all-metal handle—a distinct 
advancein the art of making better coffee. 

« e @ 
Here, again, the new design is a decided 
improvement. The strongly welded struc- 
tural design steel handles are hand-fit- 
ting—smoothly rounded—no sharp edges 
—will not break or burn off. 

e & * 
New straight sides and wide opening of 
tea kettle gives greater convenience and 
finer lines. It also has the newly designed 
supporting ear feature. 

e e € 


Your jobber will be glad to show you the 
many advantages of the neu 
Royal White line. 


NATIONAL ENAMELING & STAMPING CO., INC. 
Executive Offices: 270 N. Twelfth Street, Milwaukee, Wisconsin 
Factories and Branches 


Milwaukee New York Baltimore 
Chicago New Orleans Laurel Hill, L. I. 
Also Manufacturers of Royal Granite Enameled Ware 
Standard for More Than Forty Years 


Granite City, Ill. 
Philadelphia 

















Illustrating the non-boil 
over feature 














Illustrating the special 
ears feature 
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Illustrating the bell bot- 
tom feature 
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Illustrating structural 
handle feature 
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preme Steel Grade B 
Refrigerator No. 852. 
Steel Frame, Porcelain 
Provision Chamber 


Insulation, overlapping 
insulation joints, 
Chromium Hardware, 
locks that a finger 
tip can operate. 


















the Su- 


Corkboard 


hat value this 


REFRIGERATOR 
CRAFTSMANSHIP 
ae is 


Is it to be “just refrigerators” 
with you in 1931—or is it to be 
the DESIGN—CONSTRUC- 
TION—TEMPERATURE— 
ECONOMY leadership of the 
new HARDER KLEEN- 
KOLD line? 





This year has seen HARDER 


craftsmanship awarded the 


ake this test. Shen highest honor among refriger- 


show your customets ators—the only “GRADE A” 
ene ae porcelain refrigerator on the 
cla aDoratory tests prove y 


KLEEN-KOLD performance. Purple, Gold . i ' tie 

and Silver seals, guaranteeing KLEEN- market. It 1s significant of 
KOLDS exactly like those tested, carry the - ° e ° 
assurance of this performance to the home. the quality that 18 buildings 
hae so — the reason for this per- 5 
ormance. Remove the top—easily done by * 
taking out 3 or 4 screws in back. See the HARDER popularity. 
steel frame that makes this rigid non-warp- 
ing body. Sound out the solid insulation, 
wrapped and sealed in water-, vermin-proof 
sheathing. Note compact insulation joints 
that close every heat run-way. It’s what is 
underneath the pretty exteriors that really 
counts in performance. 











HARDER Corrdrarion 
COBLESKILL, NEW YORK 


-_——~ — —— -—_—_ -___,,__. 
a 
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HAT’S what you can do with any Griswold 


cooking utensil... 


But particularly with the Griswold No. 8 Cast 
Tron Skillet! “No. 8” is the most popular skillet. 


Women know that Griswold cast iron heats even- 
ly—without hot spots—cooks slowly—holds the 
heat better—gives superior all-around results. 
And, in increasing numbers women are buying 
Griswold utensils because they “know the name” 
.. . Griswold has been in business 66 successful 
years—every Griswold utensil bears the national- 
ly advertised, nationally known Griswold trade- 
mark. Women know, too, Griswold reputation 
for using only the choicest high-grade iron; they 
approve the time-tested designs, modern refine- 
ments; they recognize the sterling craftsmanship. 


So we say: Stock it!—order a sufficient quantity 
of each size now; Show it!—use your Griswold dis- 
play stand—skillets come packed in neat, easily 


**Safety-Fill” cast alumi- 





stored cartons; Sell it!—adequate advertising in 
leading women’s publications to help bring in 
your prospects—attractive display posters, useful 
literature furnished you; Profit!—this is the time 
of year for skillet sales—the best profits are real- 
ized on standard brands of well-known, nation- 
ally advertised merchandise. Feature Griswold 
skillets in all sizes and watch your profits grow 
during 1931! Order from your jobber, or write 
The Griswold Mfg. Co., Erie, Penna. 


Safety - Fill” 
tea kettle 


Here’s a real favorite — 
the Griswold patented 


num tea kettle. Notrouble 
to fill even when steam- 
ing. Comes in three sizes. 
Other Griswold cast alu- 
minum utensils for every 
common purpose. 





®™ GRISWOLD 
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i” ISSELL’S 
: 4parhnen 


Hi-Lo Ball~Bearing 


NWEEPER 


AND NOW—A new model Bissell, at a new low 
price — which opens a new and profitable market 
for sweeper sales. Ideal for apartments, small or 
The new Apartment size moderate size homes. Ease of handling makes it 


Bissell sweeper is two desirable for all homes. The “Apartment” will be - 
inches shorter and three- 





aS Weer 








quarters of an inch lower — “ cially featured gig enlaces Acagmancong 
than the regular Bissell. national advertising. Place your order now for 
It has full sweeping pow- is li i 

as full sweeping pow this live, new item. 


er and dustpan capacity. 


It is apparent this sweep- 
er will become popular 
either for general use or 
as an “‘extra.”’ It isideally 
light, handles very easily 
and gets around and un- 
der furniture amazingly. 





The ‘“‘Apartment’’ is as 
distinctive in appearance 
as in usefulness. Dainty 
curved Birch plywood 
case finished in ‘‘Smoke”’ 
(blue-black) and grace- 
ful, nickeled bail. The 
final touch of beauty is 
added by the gray braid 
furniture protector band 


and aluminum lettering. BISSELL CARPET SWEEP ER CO. 
GRAND RAPIDS, MICHIGAN 
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CANS AND PAILS 
Withstand over O00 lhs. 
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Eight different heavy corrugated cans of the same size (the products of seven manufacturers) were subjected to tests by the 
Pittsburgh Testing Laboratories. Number one, on the above chart, represents the New Witt can and number two, the Old 
Witt. The New Witt can withstood 17,700 Ibs. pressure and the old Witt can ranked second. Note the nearest competitor, 
number three, withstood only 11,000 Ibs., and the remaining five withstood diminishing pressure down to 5,275 for number eight. 





TESTS 


tt burgh 
lesting 


LdDoratory 








Unretouched photo taken at Pittsburgh Testing Labora- 
tories, Pittsburgh, Pa., where test was conducted. The 
findings of this well-known institution are accepted as 
authoritative throughout the country. Each can was sub- 
jected to the same test. Weight was applied upon the 
tops of the cans until they crumpled. 





LMOST 9 full tons of relentless pressure applied 

vertically to the New Witt can, a pressure far 

in excess of any sustained in ordinary usage, was re- 

quired to crush it. Other well known brands were 

crushed into shapeless masses long before this 
tremendous pressure was reached. 

This unusual strength and superior quality of the 
New Witt is due to the use of a special analysis steel, 
and improved design of corrugation. Other Witt 
superiorities are: heavy steel bands riveted top and 
bottom; one piece bottom seamed to body; side seam 
double-locked and welded; hand hot dipped in pure 
molten zine. 

Year after year hardware dealers have made in- 
creasing profits with Witt Cans and Pails. 


Write us for full particulars concerning this New 


Witt Can. 


The Witt Cornice Co. 
2114 Winchell Ave., Cincinnati, Ohio 


sent NOS ea bn 

























JUTCH BO’ 


HITE LEA 


FT PASTE 


aaa 


Dutch Boy White-Lead is 
sold in 12\4, 25, 50, 100 Ib. 
kegs and comes in heavy 


paste as well as soft paste 


form, 





100 Les Ne 





DUTCH BOY 
SOFT PASTE 


Stir it...Pour it...Thin it... 
and it’s Paint 


Give your paint customers the 
advantage of “speed mixing” ‘by 
selling them Dutch Boy Soft Paste 
—the easy-to-thin white-lead. 


Dutch Boy Soft Paste makes 
pure white-lead paint in a jiffy— 
at the rate of a gallon a minute. It 
comes already “broken up”—pours 
from the keg. A quick-thinning and 
it’s ready for use. That’s how easy it 
is—this speedy, new-day method 
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IXING 


of making pure white-lead paint. 

Dutch Boy Soft Paste offers all 
the beautifying and protecting 
properties that have made the 
Dutch Boy name mean high paint 
quality. And, in Dutch Boy Soft 
Paste, paint users get added value 
in ease of mixing — convenience 
of preparation. 

8 out of 10 painters use Dutch 
Boy because it protects their rep- 
utations for good work... because 
it gives a long-life paint that does 
not crack or scale—paint that has 
the advantage of wearing down 
evenly and smoothly, by gradual 
chalking, leaving a perfect sur- 
face for repainting. 


NATIONAL LEAD COMPANY 
New York, 111 Broadway; Buffalo, 116 Oak Street; Chicago, 900 W. 18th Street; 


Cincinnati, 659 Freeman Avenue; Cleveland, 820 W. Superior Avenue; St. Louis, 
722 Chestnut Street; San Francisco, 2240 24th Street; Boston, National-Boston 
Lead Co., 800 Albany Street; Pittsburgh, National Lead & Oil Co. of Pa., 316 
Fourth Avenue; Philadelphia, John T. Lewis & Bros. Co., Widener Building. 
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DEFEATING 


THAT SHIFTY, QUICK-CHANGE ARTIST 
MRE. TEMPERATURE 


and wh 


this brings 


new wate — to you 





* 


Krack-proof 
Krystal 


Chromium-plated 
octagon case 


* 


Smart, small, 
refined size 








Diamond-cut 
escape wheel 


Veet 


— With chromium-plated 
\ metal-mesh strap and case 


Without asking higher 
prices you can now offer 
to those customers who 
demand quality a new 
wrist-watch that most certainly does possess 
quality to an unusual degree. Tip-Top Jr 
Wrist-watch, which, at only $5, has the high- 
grade feature that formerly you’d expect only 
in high-priced watches...compensation for 
temperature changes. Variations of heat and 


















COMPENSATED FOR TEMPERATURE 


No time-variation from changes of heat or cold 


Mr. Temperature can “play the a. 
with watch accuracy, but Tip-Top 
Watches, compensated for temperature 
changes, defy heat and cold. 


Raised 
Numerals 


* 


Balance staffs 
polished & hardened 


* 


Main spring arbors 
polished & hardened 


Strap-at-an-angle keeps dial 


straight with the eye. 


$ 
$5 


BS 
LV 
Oe dial, 50c extra, 
cold have a great influ- 
ence on timekeeping ac- 
curacy, but nowTip-Top 
Watches defy tempera- 
ture changes...a fact that is making many 
people buy this low-priced watch rather than 
a higher-priced watch since they can count on 
timekeeping dependability that would be 
impossible without this unusual feature. . . 
Mail the coupon for all the interesting details. 


TIP-TOP JR. WRIST-WATCH 


THE NEW HAVEN CLOCK COMPANY, Dept. F2. NEW HAVEN, CONN. 


THE NEW HAVEN CLOCK COMPANY, Dept. F2,. New Haven, Conn. 
Tell us the profit-story on Tip-Top Watches. 


EES eee nO Les. Se eta ©. 0 Ae 





I ee I, i ae 
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HERE’S VOLLRATH 


WITH A WHITE LINING 


Ivory 





TO PLEASE THEM EVEN MORE 


You wouldn't think 





we could make up such 
a pleasing combination of colors, to add to 
those colors we already have in the Vollrath 
line. But we've done it—in Ivory Vollrath 
Ware, white-lined. 

Leading merchants have told us they 
have a ready-made market for ivory-colored 
utensils, if these can be had with Vollrath 
quality. So here they are—Vollrath coffee- 
pots, saucepans, pudding pans, ladles, mix- 
ing bowls, teakettles, and other utensils 
—all in cool-toned ivory, with green 
trim, and with a white, sanitary, gleaming 
lining that will light up the food placed 
in the utensil. 

As for Vollrath quality, merchants and 
customers alike know that Vollrath enamel 
is hard as glass; seamless; without rivets 
—so smooth that it can be washed simply 
with soap and water like a piece of china. 
And the colors and lusters are as durable 
as the three coats of enamel that are 
fused onto the steel base at 1800°F. Your 
jobber should have Ivory Vollrath Ware— 
as well as White Vollrath, and the other 
colors. Or write The Vollrath Company, 
Sheboygan, Wisconsin. Established 1874. 


OLLRATH WARE 











1, DURA TY. Py, The name of Vollrath in this form on the label 


\ 
L b RAY 4 identifies genuine Vollrath Ware 


S 
SYOLLRATS 


3OYGAN W'S. 
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Vastly Improved to Increase 
Your Screen Season Profits 











SILENT, Sr., Door Closer (Below) 
No. 2000—the only Double Spring Door Closer on the 
market. Sells all year round. Powerful, united action of 
jamb spring and cylinder spring assures positive closing 
of house entrance doors, storm doors and most doors in 


office, factory and mercantile buildings. 


SILENT, Jr., Door Closer (Above) 
No. 1000—the finest dollar door closer on the market. 
An unfailing profit-maker. Closes screen and light- 
weight house doors quietly—and tight! Patented 
Everedy valve permits easy and accurate adjustment 
of closing speed by simple twist of cylinder. 





Everedy Adjustable Screen Door Grilles (Below) 


They beautify the door and protect the screen against the pushing } J ss 

and pawing that make it sag, bulge and break. Finished in brass, VEREDY SILENT Door Closers 

bronze and antique copper. Sold in a variety of sizes with sliding | and Screen Door Grilles are slated for a big sales success this season. Vital 
j 1 door. . : 

rods that make them adjustable to fit almost any screen door improvements—recently made on each item—are bound to make them 


more popular with consumers, more profitable for you to handle. 


NEW BEAUTY FOR SILENT, Jr.—This famous dollar Door Closer 
is now made with a handsome DULL BRASS FINISH, an improvement 
that is sure to produce a tremendous increase in its salability. The finish is 
similar to that of Silent, Sr., and is enduring as well as beautiful. 


NEW BARREL-TORSION SPRING—Both the SILENT, Jr., and 
SILENT, Sr., Door Closers are now equipped with a new barrel-shaped 
jamb spring, with spaces between the coils to prevent metal-to-metal con- 
tact when the spring is flexed. The result is absolute silence, greater torsion 
and much longer service. In addition, there are several minor improvements 
that will help increase the popularity of SILENT Door Closers. 


NEW SCROLL TOP GRILLES—Due to the many urgent requests 
from the trade, Scroll Top Kick Grilles have now been added to the Everedy 
line. They have all the practical features that make the regular Everedy 
Screen Door Grilles so popular, plus an ornamental quality that thousands 
of home-owners desire. It is a narrow frieze of metal scrolls across the upper 
portion of the grille, which adds tremendously to its attractiveness. 








Get ready now for a profitable season on Everedy door equipment. Re- 
member, “fly time” is not far off. Order from your jobber today. Or write 
us for full information on the improved Everedy line for 1931. 


Everedy Products are Sold by Leading Jobbers Everywhere 


THE EVEREDY CO. 


MARYLAND 




















FREDERICK 





Also Manufacturers of the famous Everedy Bottle Cappers, 
Syphon Filters and Strainer Sets. 
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FOR THE 
NO GARACE! 





Kitchen sinks, color symphonies 
in the bathroom have been glori- 
fied—every household appoint- 
ment is a thing of beauty and 
efficiency. And now for the ga- 
rage! Architects have already 
pioneered with attractively de- 
signed garages including them in 
many instances as an architectural 
unit of the house—in the base- 
ment or adjoining the side. 


More and more attention is being 
paid to garage door hardware— 
it must be as modern as the tri- 
motor air liner, as easy to operate 
as a kitchen convenience. 


ALLITH hardware is right in 
line with this trend — ALLITH 
dealers are right in line for even 
greater profits. Discriminating cus- 
tomers are quick to see the many 
ALLITH. $s superiorities — superi- 
orities that mean ease of operation, 
never failing performance, long 
and satisfactory service. 


The first step toward attracting 
these customers to your store is to 
write for the big ALLITH cata- 
log. It describes the complete 
ALLITH line—an installation 
for all types of garage doors—and 
it’s yours for the asking. 





Allith-Prouty Company 
Danville, Illinois 








Allith 


Modern in design, 
thoroughness in manufac- 
turing and offering the greatest 
security the Corbin Extruded Metal 
Padlock perfectly meets the requirements 
of trustworthy protection. Sell and Stock Corbin 
Extruded Metal Padlocks. Made in 10 sizes, ranging 
from 1 to 3 inches. Shackles furnished either in brass or 


hardened steel. 


CORBIN CABINET LOCK CO. 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN.,U.S.A. 





NEW YORK CHICAGO PHILADELPHIA 
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| UNIVERSAL 
“The Electric Ware Beautiful” 
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Automatic Toaster—Toasts without burning 


Nickel Plate, $10.95, Chromium Plate, $12.50. Others to meet every purse, $3.75 to $12.50 


The highest and lowest priced articles bearing the trade mark 








are alike in quality, workmanship and lifetime service. 


Write for campaign plan book on 
UNIVERSAL Electric Toasters 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN., U. S. A. 
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INTERFERENCE 


from these ~ SIGNAL 
INDUCTION MOTOR 


= AIN 


The 1931 Signal line includes these 
new Induction Motor Fans in sizes and 
prices to meet consumers’ demands— 
every one a fan of quality workman- 
| ship and materials. 
The slow speed In- 
duction Motor 
means long bear- 


ing life. 





Signal Induction Motor Fan with 
oversize 12 in. and oversize 16 in. alu- 
minum blades—3 speeds lever type 
switch—black enamel finish. 





Signal 10 in. Induction 

Oscillator—2 speeds—3 

point toggle switch—desk or bracket 
mounting—Verdi green finish. 


Cool Spot 12 in. Induction Oscillator 
—2 speeds—quiet running—black 
enamel finish. 


ee, 
Cool Spot 8 in. Induction 
Oscillator—cast base with 
toggle switch—Verdi Green 
lacquer finish. 


Your jobber has these new Signal Induc- 
tion Motor Fans and Signal Universal 
Motor Fans—a complete line of fans. 
Ask to see them now. 


Cool Spot 8in. Induc- 
tion Non-oscillator— 
cast base with toggle 
switch—black enamel 
finish. 


b 


Signal Electric Mfg. Co. 


Menominee, Michigan 


Manufacturers of Electrical Fans and Appliances 
























It’s time to reorder 


CONSERVO 


Check up on your stock of Conservos. 
The demand always increases in the 
Spring for this good, old standard steam 
canner. 

Conservo is known wherever hard- 
ware is sold. Conservo is appreciated 
wherever canning is done. 

For Conservo has extra big capacity 
—holds 14 quart jars at one time. Con- 

sservo is simple and easy to operate. 
Order from your jobber. 


Fverhot 











Above _ Everhot Kit- 
chenette Grill. List 





te, 
4 
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Pep up your electrical de- 
partment with Everhot spe- 
cialties. Nothing ordinary in 
the whole line. Yet every item 
is extremely practical. 


Cookers, sandwich toasters, 
grills, hot plates. Get our cat- 
alog of “different” electrical 
appliances. 


$19.50 East of Den- 
ver. 


Below—Everhot Sand- 
wich Toaster. List 
$12.50 East of Den- 
ver. 





THE SWARTZBAUGH MFG. CO. 


Toledo, Ohio 























f 
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VIMLITE is 28% more transparent—thus 
admitting light and added warmth that are 
so vital to heavy laying. 


VIMLITE admits 20% more of the ultra- 
violet rays—bringing new health to poultry— 
new capacity for egg laying. 


VIMLITE has a chemical coating that is 
25% thicker. It is reinforced by the famous 
“Opal” brand of wire-cloth. 


VIMLITE has 50% longer life, due to the 
durability of the coating, and to the strength 
of the screen cloth. 


VIMLITE is approved by the National 


Board of Fire Underwriters. 


Get the full information on Vimlite’s violet 
ray poultry protection—from your jobber’s 
salesman. And, send the coupon NOW for 
your special sample, prices and data. 





This beautiful, compact Counter Rack 
Free to Vimlite Dealers. 





Show Your Customers More Poultry Profits 


Cash in their pockets, means more business for you. And most 
every farmer or poultry man can be “sold” on making more 
profits from eggs and broilers. 


Vimlite comes to them with a violet ray background of profit- 
able results—results in increasing egg production; in helping 
develop better meat birds; in driving out disease and loss 
through Fall, Winter and early Spring months. 


There, is something real to sell—a way of making closer ties 
with the buying people around you. You put the slack 
months working for them. You open up a sales potential wher- 
ever there are chicken yards. . . and this field is mighty big. 


Every claim we make concerning the practical features of Vimlite, 
has been thoroughly tested and proved by nationally-knevrn in- 
dependent testing laboratories; and by actual farm use. 


NEW YORK 
WIRE CLOTH 


COMPANY 
342 MADISON AVENUE 
NEW YORK, N.Y. 













ITE 


THE FLEXIB 










| 342 Madison Ave., New York. 


i 
[I am interested in Vimlite. Send me the Dealer’s Sample, Price List, 


l and details about the Free Counter Rack. ar 
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The place to buy 
reliable precision tools 
coos NOL merely 

one of the places 


ANY lines that you carry can be 
bought at any of your neighbors 
—the chain store, the specialty store or 
even the drug store. With all these out- 
lets available to your customers you can 
only hope for a portion of the business. 


Not so with Brown & Sharpe Tools. The 
Brown & Sharpe Dealer is a hardware 
or mill supply dealer. The adherence 
to this policy has gone far in making 
Brown & Sharpe Tools one of the most 
consistently profitable lines for the 
dealer. 


Featuring Brown & Sharpe Tools brings 
to your store the tool buyers of your 
community—one of the most profitable 
groups to serve. To them your store 
becomes the place to buy reliable pre- 
cision tools, not merely one of the 
places. Brown & Sharpe Mfg. Co., Prov- 
idence, R. I. 


Bs 
BROWN & SHARPE 
TooLs 


“World’s Standard of Accuracy” 













is 
HERE 1S SOMETHING 
YOU CAN EASILY SELL 


Everybody is interested in 
castors that will not score 
the floor 

and carpets 


or injure rugs 


So ae 


“ACME’ Ball Bearing Castors 
Meet the Demand 


All you need do is demonstrate “AcMES” 
to make a sale. Roll an “Acme” on the 
palm of your hand. The customer buys 
readily and usually comes back for more. 













One set of “Acmegs” always sells another 
set. Retail price reasonable. Profits gen- 
erous. “ACMES” give you an opportu- 
nity to build up sales and increase the 
good-will of your customer. 


Send for Samples, Quotations and Complete 
Information 


The Schatz Manufacturing Co. 
Poughkeepsie, New York 








Agents: 
J. C. McCarty & Co., 
258 Broadway, New York City 













BALL BEARING 


Casters 
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Farmers know CAMBRIA FENCE 
aS a Quality product = «= The spring buying season is close 


at hand. Prepare to meet the coming demand for fence by securing a stock of Cambria Fence in a 
full range of styles and sizes. . . CAMBRIA FENCE is strong and sturdy, built to last. It is 
known among farmers as a quality product and a sound investment 













because of the many years of service that it gives. . . CAMBRIA FENCE 
is a woven-wire, hinge joint, cut-stay field fence. Full-gauge wire 
is used in its manufacture. The heavy 
coating of zinc, applied to the wire by a 
special process, does not crack, flake or 
peel. The fence can be tightly stretched 
and still retain its shape because the Flexo Joint and the 
Tension Curve give it resilience, strength and flexibility. 





BETHLEHEM STEEL FENCE POSTS 


are made from high-carbon new billet steel and are 





produced in angle and tee sections, in both punched 





em a ita oe ae 


and self-fastener types. They will glve many years of 
service as a result of their unusual strength and durability. 


Bethlehem Steel Fence Posts greatly simplify the erection of 
the fence and may be used again and again. Their use with 


Cambria Fence is strongly recommended. 


STUDDED OMEGA “U”’ FENCE POSTS 
The Omega or “‘U "*-shaped section runs through the entire length of this post. 
The two parallel sides provide double strength. The fence wires are locked securely 
to the post by means of seven wire clips. High-quality rail steel is used in studded 


Omega “‘U"’ Fence Posts. 


OTHER BETHLEHEM WIRE PRODUCTS: Other Bethlehem products of interest to the 
Hardware Dealer include: Wire, Barbed Wire, Nails,Staples, Bale Ties and Spring Wire. 


LITERATURE: Write for our Catalog 8-D, describing Cambria Fence, other wire 
products, and Bethlehem Steel Fence Posts. Also Folder 227, describing Studded 


: 
; 
i 
i 
i 
i 
) 
} 
! 
} 
; 
I 
: 
} 
} 


Omega “U" Fence Posts. 





maith nchechastindies salinities inci oatiaaiaiial Bethlehem Steel Fence Posts, above, 
General Offices: Bethlehem, Pa. left and center—Angle and Tee Sections—supplied in both punched and self- 
fastener types. Studded Omega ‘‘U’’ Fence Posts, above to the right—Supplied 

District Offices: New York, Boston, Philadelphia, Balti- with wire Clips. 


more, Washington, Atlanta, Buffalo, Pittsburgh, Cleveland, 
Cincinnati, Detroit, Chicago, St. Louis. 


chemi esee: § BIRTH LEH EM 


Export Distributor: Bethlehem Steel Export Corporation, 
25 Broadway, New York City. 
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HAMILTON BEACH 


HAS EVERYTHING TO MAKE IT EASIER 


FOR HARDWARE MEN TO SELL CLEANERS 


IN A 


Price — Women recognize that 
the Hamilton Beach, with its 
beating-sweeping-suction fea- 
ture, at $39.50, saves them some 
$40 on the kind of cleaner they 
all want. 


BEATING - SWEEPING - SUCTION is 
only one of the big sales-points. 
A complete Hamilton Beach 
demonstration never fails to sell 
the prospect on the mechanical 
advantages of this cleaner. 


POSITIVE MOTH-DESTROYING FEA- 
TURE— Hamilton Beach is the 
only cleaner with attachments 
for using the genuine Expello — 
most effective moth - destroyer 
known. This is much more than 
it DESTROYS 
the enemy already at work! 


moth-proofing . . . 


EFFICIENT ATTACHMENTS— 
Both the cleaner and the Hand 
Vacuum have their own sets of 
attachments . . . an extra sale 


for you every time. 





SWEEPING * * * BEATING 


“CLOSE-BUYING YEAR” 


We supply leads! . . . Good House- 
keeping full pages start with March 
issue ...also other national 
magazine advertising. All inquiry 
coupons received from this advertis- 
ing are handed over immediately to 


Shall we 


send you the ones for your territory? 


Hamilton Beach dealers. 


























$39.50 











OUR BIGGEST SPRING 
PROGRAM OF SALES 
PROMOTION! 


Radio over Columbia Chain— 
Hamilton Beach goes on the air 
over National Homemaker’s Club 
every Thursday morning, 11.15 to 
11.30 Eastern Standard Time 
(10.15 to 10.30 Central Standard 
Time). Ida C. Bailey Allen, noted 
home economist, tells your cus- 
tomers and prospects about Ham- 
ilton Beach Appliances. Put your 
name on our free window card 
list, to get weekly poster an- 
nouncements linking your store 
to these radio talks. Write to- 
day for complete plan and cities 
included. 


Spectacular Moth-proofing 
Demonstration— Use this in 
your window around houseclean- 
ing time, and every woman who 
passes will stop and think of her 
furniture and its danger. We also 
supply direct-mail pieces, new 
moth-control booklets, and other 
sales helps. Ask about them! 


Hamilton Beach Cleaners are 

sold through wholesalers. Or 

write us direct for special 

Hardware Dealer’s Sales Plan. 
Dept. D-2. 
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ATTACHMENTS $3 


MOTH DESTROYING 
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HAMILTON BEACH MANUFACTURING COMPANY 
RACINE, WISCONSIN 


A subsidiary of The Scovill Manufacturing Co. 
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It should be easy to 
take advantage of the ac- 
cumulated goodwill of 





a firm, and a product 
that has stood the test of 
a hundred years’ accept- 


ance. 





Maydole offers you now: 


New Management 

New Sales Help 

New Manufacturing Methods 
Improved Service 

New Low Prices, and 

The Same High Quality that 

has made the name, “Maydole”, 

the standard of the hammer industry. 


Your jobber carries the Maydole Line. 
For sales help and any other information in 


merchandising, write us. 


David Maydole Tool Corporation 


Successors to 
The David Maydole Hammer Co. 


NORWICH, NEW YORK 
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About 
Business 
Conditions 


HIS is the salesman’s year. 

When everybody has money 
and it’s easy to sell, the good 
salesman is at a disadvantage. 

Customers come in and say, 
“Give me this” or “Give me that” 
and lay the money down and 
anyone can make sales. 

But NOW you have to know 
your stuff! 

And right now is the best time 
any salesman ever had to build 
new customers and new business. 

Opposition and _ difficulties 
toughen and condition a real 
salesman until he proves his 
value to any business. 

Forget all the alibis! Tell 
them “Business is GOOD”! And 
the first thing you know you'll 
find it is good and that you are 
picking up sales where the other 
fellow has given them up! 

There never was a time when 
the people of this country had 
so much money in the banks. 
And it is going to take real sales- 
men to get it out into circulation 
where it will do some good! 


Ln ; 
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Good tools such as Atkins 
Products are the best investment 
any workman can make. One 
good, genuine Atkins Silver Steel 
Saw will out-last and out-wear 
and out-perform two or three 
“cheap” saws. 

If YOU will forget “business 
conditions” long enough to figure 
out what you have to sell, who 
needs it, why they need it and 
then get to them and tell them 
about it you can stick out your 
chest and say “Business IS good”! 
“I’ve made it that way”! 


LS 


FIVE BIG POINTS TO REMEMBER 


Vu can count them on the fingers of one hand. If you will learn to 
cover these points, and “It’s easy to do,” says Sam Sayles, you will find your 
sales increasing all the time. Sam gives you these easy points one week from 


today. It will pay you to make it a point to read them. 















No. 65 
Ship Point 





Adnoruer of Atkins 
most popular patterns. 
Same saw as Atkins No. 53. 
except straight back. SIL- 
VER STEEL, Damaskeen 
finish, embossed and _ pol- 
ished applewood handle, 
Perfection Pattern that pre- 
vents wrist strain. Made in 
both regular and ship pat- 
terns. 


No. 65 comes in 18, 20, 
24 and 26 inch lengths. 


This saw can be sold 
where quality, workman- 
ship and good results are 
wanted, and at a price that 
will pay you a good profit. 


There is a best in every- 
thing and in Saws—it’s 


ATKINS. 


It might help you to read 
“Atkins Saws on the Farm.” 
We will send you a copy 
without charge if you write 
and ask us. 
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F F D F A Proper Coordination 
== of Buying and Selling 
By Llew S. Soule 
PROPER readjustment of the present economic Your problem does not interest them. They will 


situation must come through a logical, sen- 

sible coordination of buying and selling. It 

cannot be attained through attempting to 
maintain profitable sales volume on depleted and inade- 
quate stocks, any more than it can be accomplished 
through buying everything in sight in the hope that it 
will sell. 


There are plenty of merchandise needs. The vast 
majority of people have money enough to purchase 
those needs, and a few so-called luxuries. They are 
spending that money reluctantly, largely because of a 
vague fear that they may need it later. 


In many cases merchants, by their example, are cater- 
ing to that fear. They are carrying depleted, inade- 
quate stocks; they are talking depression instead of 
sales; they are asking people in a half-hearted way 
to buy and then killing their own suggestion by refus- 
ing to carry an adequate range of stock. 


This is a buyer’s market and in a buyer’s market 
people demand a choice of goods. They demand the 
right of selection, and if that right is refused in one 
store, they transfer their patronage to another. They 
want to be coaxed with variety, well displayed and with 
a fair price range. 


buy, but only as they are impressed with the desirability 
of buying. They are not favorably impressed by inade- 
quate or poorly balanced stocks, and they resent being 
told “we don’t carry that.” 


This does not mean over-buying in any sense of the 
word. It means economic buying with close attention 
to merchandise that can be resold at a fairly rapid 
rate. It means figuring stocks on the basis of salable 
goods only. Merchandise which is not salable on the 
present market has no right to be classed as stock. If 
you are so considering it you are merely fooling 
yourself. 


There are many inadequate retail stocks which still 
reflect over-buying in goods which do not move today. 
The wise dealer will take his loss in such goods now and 
start anew. He will buy on a basis of what he knows 
will sell at a reasonable profit to himself, and he will 
also buy in sufficient quantities to insure against outs. 


There is plenty of business if you have what people 
want at prices they are willing to pay. Dead stock is 
just what its name implies—DEAD. Meanwhile there 
are no profits in empty shelves or in shelves which are 
merely acting as storage spaces for former buying 
errors. 
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The fewer 
the higher 











McKinney Policies 


There is a decided trend The slang expression “the higher the fewer” can be 
among progressive whole- transposed and put to work as a selling policy to 
salers and retailers to match today’s market . . . Today’s market offers 


study a manufacturer's 


Salley: wk: tabit-ne We fewer prospects than normal conditions present. 


product. McKinney Smart retailing requires facing the facts and 
welcomes such in- using ingenuity to make one prospect produce 
quiries. It is the the sales volume of two . . . Now is the time 
modern way of more than ever to push McKinney Forged 


doing business. i i 
poarte en Mc KINNEY Iron Hardware. For it offers the ideal op- 


portunity to sell one prospect an equipment 


ponsraisi el H ARDWARE that produces a double volume in dollars. 


they can be pre- ... Builders’ hardware is not a passing pur- 


sented in black for Builders chase. The hardware man is selling a prod- 
and white in this : uct whose value and usefulness extend over a 
small space. First, period of years. Make the most of this fact in 
conaeng vonage meeting today’s conditions—McKinney Forged 


are not sold to chain- 
stores or mail-order 
houses. Second, develop- 


Iron Hardware will help you . . . Through in- 
sistent demand designs and pieces have been added 


ment work is concentrated to this line until now any building of any architec- 
on the perfection of spe- tural design can be outfitted throughout. See that 
cialties that will remove the your samples are complete and well displayed . . . 
ieee maniines: She McKinney Manufacturing Company, Pittsburgh, 
from profitless competition. ; 
Pennsylvania. 
President 
Buy 
from your 
Jabber | HINGES 
. | GARAGE HARDWARE 
| FORGED IRON HARDWARE 
BUILDERS’ LOCKS AND TRIM 
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Western 
Retailers See 


Model 
Retail Store 


NE of the educational fea- 

tures of the Western Retail 

Implement and Hardware 

Convention Exhibit in Kan- 
sas City, was the model retail store 
furnished through the cooperation of 
various manufacturers and whole- 
salers. This store was not merely a 
display of merchandise, but an actual 
store in a _ special building, with 
trimmed show windows, open displays 
of merchandise, and complete sam- 
pling of goods in the modern -way. 
It represented a store ready for busi- 
ness, embodying the latest in methods, 
display and merchandise. 

The building was erected by The 
Barrett Co., New York, to show the 
use of roofing and brick siding. The 
front, including the show windows 
was the work of the Pittsburgh Plate 
Glass Co. The store fixtures, arrange- 
ment and sampling, including the in- 
terior arrangement and display plan 
were from the J. D. Warren Company. 
M. L. Wright of that company spent 
nearly six weeks in personally ar- 
ranging the store and sampling the 
merchandise. The store was 26 by 40, 
and so arranged as to give the dealers 
the basis for a store layout of practi- 
cally any size. 

Other firms cooperating were: Wes- 
tern Radio Company, the electric 
signs; John A. Marshall Co., the office 
fixtures; Kansas City Light Co., the 
lighting fixtures; Toledo Scale Co., 
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the scales; Remington Cash Register 
Co., the cash registers. 

The stock of merchandise in the 
store came from the local jobbers and 
various manufacturers. The list of 
those cooperating includes: Richards 
& Conover Hardware Co.; Blish Mize 
& Silliman Hardware Co.; A. J. 
Harwi Hardware Co.; Harbison Hard- 
ware Co.; Gille Mfg. Co.; Stowe 
Hardware & Supply Co.; Townley 
Metal Co.; Wyeth Hardware & Mfg. 
Co.; Coleman Lamp & Stove Co.; 











Federal Enameling & Stamping Co.; 
National Enameling & Stamping Co.; 


Aluminum Goods Mfg. Co.; Peters 
Arms Co.; Winchester Repeating 
Arms Co.; Remington Arms Co.; 


American Fork & Hoe Co.; Kelly Axe 
& Tool Co.; R. D. Hudson Mfg. Co.; 
and the New Haven Clock Co. 

Throughout the convention the store 
was thronged with interested retail 
dealers and it came up for discussion 
in practically every session of the con- 
vention. 
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Windows that emphasized the advances in home wares were used effectively by 
the Schlafer Hardware Co., Appleton, Wis. 


Se 
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Obsolete and Modern Housefurnishings 
Were Contrasted in Window Displays 


Schlafer Hardware 


Co., Appleton, Wis., 


Uses Unique Plan to Arouse Interest 


RTHUR BENSON, who has charge of adver- 
tising and display for the Schlafer Hardware 
Co., Appleton, Wis., believes that it is often 
advantageous to graphically show the con- 
trasts between old fashioned housefurnishings and 
modern articles for the same purpose. This procedure, 
he contends, often enables the public to visualize the 
advantages of modern home equipment more clearly 
and with better effect than any other method. Recently, 
Mr. Benson conceived the window displays which are 
reproduced as a means of calling the attention of 
passersby to the remarkable improvements that have 
taken place in the field of home wares. Two windows 
were utilized for the exhibition. One was used to show 
an interesting collection of antiques, while-in the ad- 
joining window modern articles of the same type were 
displayed. 


Attracted Much Attention 


The idea served to attract a great deal of attention 
and it is believed that the store will continue to receive 
favorable reaction from the display for a long time to 
come. The feature held enough news interest that the 
Appleton Post Crescent published a two-column article 
describing the display, which served to center addi- 
tional attention upon it. The following extracts are 
quoted from the article: “The first Edison phonograph, 
with its tiny box and long horn, bows to the modern 
radio, old kerosene and candle lamps of bygone days 
rub elbows with the modern incandescent electric bulbs, 
and old wood gear clocks sit sturdily silent while new 
electric clocks tick off the minutes in a ‘Yesterday’ and 
‘Today’ window at the Schlafer Hardware Company. 


Antiques and Relics Used 


“Dozens of cherished antiques and relics have been 
collected in the ‘Yesterday’ window to provide a con- 
trast for the window of modern stock entitled ‘Today.’ 
Probably the oldest relic in the window is a clock which 
dates back to the United Confederacy. The huge wood 
timepiece, owned by Earl Lutz, has wooden gears, 


weights instead of springs, and a key is used to raise 
the weights, which are suspended on two cords over 
pulleys. Two other old clocks, later than the wood-gear 
clock, show a gradual decrease in size. 


“There is a blanket woven of homespun wool by the 
mother of Eben Rexford, composer of ‘Silver Threads 
Among the Gold,’ and a number of old braided rag rugs. 
The wool blanket is about 75 years old. Two Schlafer 
Hardware inventory books, the first one made out by 
the firm in 1883 and one for 1930, show the development 
of the store in the past 47 years. The early inventory 
had 100 pages and contained 3600 items; the 1930 book 
has one thousand pages and 60,000 items. 


Historic Articles Arouse Comment 


“Three of the most fascinating exhibits are the first 
Edison phonograph, an electric motor used by the 
Presbyterian Church for its organ 40 years ago, and a 
sprawling, ungainly bicycle made by the late Alfred 
Galpin in a blacksmith ‘shop situated where the Fox 
Theater now stands. A wagon wheel is used for the 
front wheel of the vehicle. 


“A bed warmer, which looks like a cross between a 
corn popper and a set of hand bellows, recalls the pio- 
neer days when hot charcoal bed warmers were used 
instead of hot water bottles and electric heating pads. 


“Spinning wheels more than 100 years old, copper 
and silver utensils used during the Civil War, old English 
candlesticks more than 200 years old, old-time candle 
molds, candlesticks, candle and kerosene lamps, antique 
chairs, albums, Indian relics, wampum, pewter more 
than 200 years old, a replica of the first Edison electric 
lamp, old coins dating back to 1288, and a lock taken 
from the old freight depot fill the ‘Yesterday’ window, 
while in the next section modern washing machines, 
electric light bulbs, clocks, radios, aluminum pans, per- 
colators, skates, flashlights, cameras, scales, electric 
toasters and thermos bottles show the products of the 
modern machine age.” 
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Lack of concentration in 
buying makes your store 
appear at a disadvantage 
to your many suppliers. 


C. J. Whipple in Con- 
vention Address discusses 
retailer- jobber relations 


OST of us who have ventured opinions that 
differ from the general feeling of the rank 
and file are subject to criticism more or less 
deserved, and, in the past year or two, I 

have had my full share of things of that sort. Some 
of my jobbing competitors and principally certain man- 
ufacturers whose selling policies I have objected to, 
accuse me of selfish motives (and in this they are per- 
fectly right), and further state that my interest in the 
welfare of the retail dealer is not at all sincere but 
merely a “pose.” I will try to explain the position I 
have taken and will let you draw your own con- 
clusions. 


Selfish Interest of Wholesaler 


In the first place, I frankly admit that my interest in 
helping the retailer make a success of his business is 
as selfish a motive as anything possibly could be because 
I sincerely believe that it is essential that the retail 
hardware business be successful in order that the 
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wholesale business may likewise be 
successful. I am interested in the 
hardware business as it is to-day, 
and I am interested in what it is 
going to be ten years from now or 
twenty years from now. I do not 
look at the problem from the stand- 
point of a salaried employee, as 
practically my entire savings are 
invested in my own company. Can 
you picture a successful wholesaler 
over a term of years if the retail 
business of his customers is un- 
profitable and gradually shrink- 
ing? Can you picture a successful 
wholesaler if a steadily increasing 
percentage of hardware’ and 
kindred lines is being distributed 
by mail order houses and syndicate 
stores? 


Mail Order Price 


I hold that the price printed in the 
mail order catalogue, or the price 
openly displayed in the chain or syn- 
dicate store, sooner or later becomes 
the established retail price for the 
commodity in question. It has been my 
observation that dealers who do not 
recognize this fact and who attempt 
to secure higher prices for goods of 
identical quality are slipping and they 
are slipping fast. This does not 
mean that you cannot sell a different 
article or a better article at a higher 
price. Of course you can do so when- 
ever you are prepared to justify the 
difference in price by proving to the 
purchaser the difference .in value. I 
think that successful merchandising 
starts with the retail price to the con- 
sumer and works backward from that 
point. 

Is it not natural that manufactur- 
ers, whose selling policies do not coin- 
cide with these ideas, should criticize 
me? Whenever a manufacturer’s plan 
of selling is such that it will not bear 
the bright light of day, there is no 
room for argument, and his only re- 
course is to turn the conversation into 
other channels. 

Last ‘season I was accused of dis- 
rupting the established resale price of 
a very important line. Most of my 
jobbing competitors and all of the 
manufacturers of this particular mer- 
chandise objected to the course my 
company decided to take. I bore the 
brunt of the criticism, but the real 


seat of the trouble was the fact that 
one manufacturer in the group sold 
his line to the mail order houses un- 
der a private brand at a price I have 
reason to believe was substantially 
lower than his jobbers paid for sim- 
ilar merchandise. Because of this very 
much lower cost the mail order house 
was able to secure a _ satisfactory 
margin of profit and, at the same time, 
sell the line on such a low basis that 
the dealer could not meet it with a 
decent profit. I was endeavoring to 
secure a resale schedule to dealers 
that would be competitive. There 
could be no argument as to the logic 
of my contentions. Instead, they ac- 
cused me of seeking personal pub- 
licity. 

Now, strictly from the wholesaler’s 
standpoint, it would be a good deal 
easier to conduct one’s business and 
there would be far fewer worries and 
problems if the wholesaler would let 
the other fellow worry over setups 
that are fundamentally wrong. One 
of my prominent competitors tells me 
that I take the hardware business too 
seriously. Perhaps he is right, but it 
seems to me that there are alto- 
gether too many wholesalers, and re- 
tailers as well, who like to go along 
on the theory that “sufficient unto the 
day is the evil thereof.” There are 
lots of things today that are not as 
they should be, but I think you will 
agree that there would be a lot more 
if we did not do something about it. 


Joint Obligation 


This “joint enterprise” that I have 
started to talk about is, at the same 
time, a “joint obligation.” You and I 
are in business in order that we may 
conveniently supply the consuming 
public with hardware and kindred 
lines. We must have the merchandise 
available at the time and place where 
it is needed, and in order to justify 
our place in the scheme of things, we 
must do it as economically as any 
other method. We are going to last 
until someone discovers a better way, 
a quicker way, or a more efficient way 
of getting hardware from the manu- 
facturer to the consumer. It is use- 
less to think that we can improve our 
position by appealing to prejudice, 
or by persuading our government to 
pass laws that will protect us. If we 
are to survive and if we are going to 
justify the present system of distribu- 


Concentrated purchases give a truer picture of 
your business and make it attractive to your 


source of supply. . 


tion, we have got to do a better job 
than the other fellow. 

For years I have studied other 
methods; I have watched what has 
happened in the distribution of other 
lines and feel absolutely certain that 
with the great majority of hardware 
and kindred items the manufacturer- 
jobber-dealer method is better and less 
expensive than any other. Today there 
are many faults in the system—chief 
of which is the large item of ex- 
pense that is involved. 


Jobber’s Expense 


Studying the wholesaler’s share of 
this expense, we find it is largely due 
to the way in which he does his busi- 
ness. Dealers’ orders are placed in 
too small quantities, their business is 
either divided between too many job- 
bers or too many lines are bought di- 
rect from manufacturers, leaving the 
jobber nothing but the skim milk. An 
analysis of the various items on job- 
bers’ orders indicates the fact that too 
many of them are in single units, or, 
in other words, what is in reality a 
consuming transaction. Jobbers could 
make very substantial reductions -in 
the margins they are now obliged to 
secure if dealers would concentrate 
purchases and, in this way, do their 
share in helping the wholesaler reduce 
expenses. 


Dealer’s Expense 


From the dealer’s standpoint the 
volume per store, or perhaps better, 
the volume of sales per clerk, is alto- 
gether too small. If you will study 
the cost records of your association, 
you will notice that in the successful 
stores the individual sales per‘clerk 
are always higher than the general 
average. This, of course, explains 
the lower expense of doing business 
in such stores. In the cost analysis 
work undertaken by your National As- 
sociation, I think they have accom- 
plished a wonderful thing and some- 
times I wonder if you realize how far 
reaching their efforts are. For ex- 
ample: in our credit department, in 
calculating the line of credit that we 
extend, we always take into account 
the expense percentage of operating a 
given store and compare it with the 
average of similar stores as published 
by the association’s cost analysis. 

(Continued on page 86) 
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How 


Charles Dressel, Chicago, Did a 


$5,000 
VOLUME 


in Small Electrical Appliances 


and Accessories Alone 


AST year—which nobody seems to recommend as 

a good one—Charles A. Dressel, 1127 Chicago 

Avenue, Oak Park, IIl., did a volume of slightly 

more than five thousand dollars on electrical 

equipment, most of it consisting of small items. For 

a number of years Mr. Dressel has kept up near the 

front of the electrical merchandising procession. In 

1929-30 he served the Chicago Retail Hardware Asso- 

ciation as president. His is a typical modern hardware 

store operated to meet the needs of a progressive 
suburban community. 


Two open-display tables in the Dressel store are 
devoted to electrical goods. This hardware merchant 
does not believe in scattering his shot. In order to 
create a really electrical impression he shows all such 
merchandise together in one compact department. With 
half an eye the casual customer can see that here 
is a hardware store organized to cater to his electrical 
needs. One table is largely given over to appliances— 
irons, toasters, pads, waffle molds, etc. Even the vacuum 
cleaners and washers are displayed nearby. The show- 
ing is so arranged as to avoid any appearance of scat- 
teration. The whole layout stresses the electric idea. 


Midget Items Move Fast 


Small accessories, plainly priced, occupy the top of 
the other table. These midget items move fast. “Lit- 
tle,” as they used to say, “but oh, my!” Through Jan- 
uary and February and at other convenient times Mr. 
Dressel takes particular trouble to look around his store 
to see what changes he can make to make it seasonally 
attractive; also he looks around in other stores to see 
what merchandise is selling. Consequently, things 
seldom look the same at Dressel’s. Little surprises for 
the regular customer are frequent and effective. 


New electrical goods are emphasized while they’re 
still new. Flat wire, for instance. If ever a long-felt 


want was answered, flat-wire answers it in this ease. 
It can be run under rugs with scarcely an indication of 
its presence. Householders and electricians appreciate 
it and buy it on sight. As soon as Mr. Dressel found 
that out he stocked flat-wire. He carries a new ceiling 
pull-plate that sells well. And there is a four-outlet 
movable connection that stands on either the floor or a 
table; this new number, priced at a dollar, appeals to 
every electrically minded customer who sees it. 


Under the accessory table, where it can easily be 
seen, Mr. Dressel has been showing an appliance dis- 
play that attracts attention and makes sales; it consists 
of an electric heater, a pile of a dozen irons in cartons 
and two midget vacuum cleaners. The whole is set off 
with an effective advertising cut-out. These are quality 
items and command a quality price, which is true of 
nearly everything electric carried in the Dressel store. 

This merchant’s policy with respect to this depart- 
ment is mainly one of careful buying, which doesn’t 
run to the extreme of over-caution. It is a matter of 
studying the electrical requirements of the average 
home. They are many. Nevertheless we have virtually 
everything for domestic electrical repair and improve- 
ment. Modernistic light bulbs, for instance. These 
are right in style and, along with the other new and 
standard electrical equipment, we keep them before the 
people. Most of these items, especially the new ones, 
have to be seen to be appreciated. 


$850 in a Month on Small Items 


“Last December we did an $850 business on small 
appliances, accessories and lamps. For the rest of 
1930, in spite of the handicaps, our electric volume, not 
counting the relatively few large units sold, averaged 
about four hundred dollars a month. Our total for the 
whole of last year was something over five thousand 
dollars. Yes, like everybody else, I suppose, we had 
our handicaps. Some of these, however, seemed to work 
in our favor. I am thinking of the mechanics who have 
been out of employment. They are numerous in our 
neighborhood. 


“That doesn’t sound like such good news, does it? 
Well, these men have been bringing us business, just 
the same. Some of them are electricians, some car- 
penters and some experts in other lines. All of them, 
apparently, are handy at almost any kind of a job 
calling for a little mechanical ingenuity. In order to 
earn as much cash as possible.they have gone from 
door to door soliciting repair work and they evidently 
succeed in getting a good deal of it todo. If these men 
were our own salesmen, they could hardly do a better 
job of selling the electrical goods we merchandise. 


“It is just as much to their interest as it is te ours 
for them to know what’s on the market. They are un- 
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usually intelligent buyers, keen on the new numbers we 
have to offer and appreciative of the stock we carry. 
And, of course, the householders themselves are in- 
terested. With these two forces at work in our behalf 
our electric business has been kept active. Eventually 
the men I am talking about will be back at their regular 
jobs, but I feel that their present influence will be 
lasting. 


Unemployed Men Become Home Mechanics 


“Within recent months they have installed a good deal 
of our equipment in homes around here. Some of the 
home owners probably know where it came from. The 
mechanics do, anyhow, and some of them have homes of 
their own. I figure that in the long run this off-year 
repair work will continue to do us good, for people will 
be spending again one of these days and they will be 
buying electrical equipment. The trade that these tem- 


porary repair men have stirred up for us should expand, 
rather than contract, when the general buying tide 
turns. 


“Whatever happens around here we try not to let 
our store look the same for very long at a time. Every 
now and then we upset the display arrangement en- 
tirely. People tire of monotony. They like to see things 
different. They nearly always comment on every change 
we make. It shows their interest. We trim our win- 
dows regularly, of course. Their backing now is only 
28 inches high. That permits everybody outside to see 
everything inside. It brings people into the store, be- 
cause it makes the whole store a sort of a show window. 
The public is always impressed by any attractive array 
of merchandise, whether it’s electric or any other kind 
of goods. One thing I like about our electrical depart- 
ment is the fact that it does not represent a large in- 
vestment. It gives us a four- or five-time turnover.” 


An Outstanding Table Display of Small Electrical Items 


LMOST every hardware merchant who is using 
the modern open-top table method of display 
in his store will agree that the table devoted 
to small electrical goods is one of the most 

productive in his store. Merchandise of this type is in 
brisk demand in good times and bad, and at all seasons 
of the year, which means that the turnover is rapid 
and the margin of profit is usually good. 


An attractive display of such merchandise, with every 


item designated by name and priced in plain figures in 
a neat manner, will sell twice as much goods as a table 
which shows the merchandise in a haphazard, un- 
marked and slovenly manner. A splendid example of 
what can be accomplished in arranging a table of elec- 
trical items is shown in the accompanying illustration, 
which was photographed in the store operated by the 
G. A. Butter Co. of Milwaukee, which is managed by 
Earl R. Butter. The method of displaying insulated 
wire on reels is especially noteworthy. 
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This broad and inviting stairway DOWN to the 
basement electrical department has sent sales UP 


This hardware store tried an upstairs 


electrical department—thoroughly. It 
Then— 


was no go. 


Rs 7 in the asement 


HE Mason City Hardware 

Co., Mason City, Iowa, 

found in actual practice 

that far more customers 
can be attracted to a basement 
electrical department than to the 
same type of second floor depart- 
ment. This firm, like many others, 
found itself handicapped for am- 
ple display space to show major 
electrical appliances in a suitable 
manner. 


During the past few years 
many large electrical items, such 
as electrical refrigerators, radios 
and washers were added to the 
store’s stock. As a consequence, 
the single salesroom on the street 


level did no longer provide ade- 
quate display space for the firm’s 
expanded stock. The fact that 
such appliances would enable the 
store to consummate larger sales 
than are customary in hardware 
establishments, demanded more 
effective display. 


Larger Units of Sale 


The profit on one electrical 
refrigerator, radio or washing 
machine, the firm reasoned, would 
more than offset the declining 
sales of certain other small hard- 
ware items, which are in waning 
demand, due to changed. condi- 
tions. Don McPeak, proprietor of 


the store, hit upon the idea of an 
upstairs electrical department. 


This move had many things ap- 
parently in its favor. The up- 
stairs room was finished, had a 
good stairway, and was available 
on a rental basis. The only other 
alternative was the basement, 
which seemed to have many dis- 
advantages. It was unfinished, 
had no suitable stairway for the 
use of customers and was being 
used for storage purposes. Ac- 
cordingly, in due time the lease 
on the upstairs room was drawn 
up and signed. The electrical de- 
partment was installed in its sec- 
ond floor location and every thing 
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appeared “rosy.” As fine an array 
of major electrical appliances as 
one could wish to see was on view, 
suitably flanked with displays of 
gas stoves, and other bulky mer- 
chandise. Everything was attrac- 
tively arranged awaiting the in- 
spection of possible purchasers, 
but this is where the “rub” began. 


They Wouldn’t Go Up 


Although store traffic on the 
street sales floor was normally 
heavy, few prospects visited the 
up-stairs electrical department. 
No amount of advertising, cajo- 
ling and persuasion served to in- 
duce prospects to climb that 
stairway in sufficient numbers to 
make it a paying proposition in 
the true sense of the word. How- 
ever, Mr. McPeak was sold on the 
major electrical appliance oppor- 
tunity and he turned to the idea 
which had originally been rejected 
—the basement. 


Its appearance at the outset, 
presented such an unsightly pic- 
ture, that it appeared a large ex- 
penditure would be required to ef- 
fect the transformation desired, 
but a very excellent job was done 
for about $1000. The remodeling 
was extensive. . 





It included making plaster walls 
of a lime stone rock foundation; 
installing a finished ceiling; lay- 
ing a fine cement floor; equipping 
the basement with proper sales 


to a great extent, how widely it is 
used. Several recently erected 
store buildings, including chain 
stores, having basement depart- 


ments were visited with the pur- 





floor lighting facilities; erecting a 
splendid stairway, and effecting 
other minor changes. The entire 
basement, even 
unto the ce- 
ment floor, 
was then deco- 
rated in well- 
chosen colors. 

Great care 
was exercised 


to have the 
stairway “just 
right” in ev- 


ery particular, 
as Mr. McPeak 
believes that 
this determines 


The display 
ledge shown 
here is that de- 
scribed in this 
article. Note 
the small parch- 
ment shade 
which serves as 
a very effective 
sign. The photo 
above indicates 
the effect ob- 
tained along the 
entire side of 
the store by 
these light signs 


pose of gleaning ideas to be used 
in planning the stairway. It is 6 
ft. wide, has just the proper pitch 
and each step is wide enough and 
sufficiently low to make it easy to 
use. 


Stairs Near the Entrance 


Another important detail is that 
the head of the stairs is exactly 
12 ft. from the threshold of the 
main entrance. Thus, as every 
customer enters the store, the in- 
viting stairway to the basement 
confronts them. To attract fur- 
ther attention to the basement and 
to designate the lines featured 
there, a Neon sign hangs in a con- 
spicuous location on the stair rail- 
ing, directly over the steps. This 
basement sales room has been a 
decided success from the very 
start and sales of electrical appli- 
ances displayed in it have shown 
a marked increase over the elec- 
trical department’s former loca- 
tion. Proper display in a proper 
location has served to produce 
proper returns for the effort and 
expense entailed. 


Electrical refrigeration and ra- 
dios have been highly profitable 


(Continued on page 87) 
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Don’t Pin Your Faith To “References” 


ON’T place too much reliance on “Recommen- 
dations” or “References” when it comes to 
granting credit. Unless the letter of ref- 
erence specifically guarantees the account, 

it is nothing more or less than the writer’s personal 
opinion of the man applying for credit. It doesn’t bind 
anyone. 


Only recently we received a letter from a hardware 
merchant in Florida, which read substantially as 
follows: 


“HARDWARE AGE, 
New York, N. Y. 
Gentlemen: 


A few months ago a stranger walked in and 
wanted to purchase some goods on credit. He 
was told he would have to show references. In a 
few minutes he returned with a note from a 
leading furniture dealer, which read: ‘This is Mr. 
from Fort Mead, and he will do what he 
promises.’ The note was properly addressed and 
signed. 





We supposed it was practically a guarantee, but 
it turns out that the dealer who signed it claims 


that it was no more than a letter of introduction, 
and refuses to stand for the loss. My lawyer says 
there is no liability on the part of the signer. I 
hope this will serve as a warning to other dealers. 
The only guarantee worth anything is an affirma- 
tive answer to the question, ‘Shall I charge it to 
your account?’ If the party furnishing the ref- 
erence is unwilling to assent to this the guarantee 
is worthless. Respectfully submitted for the ben- 
efit of the uninitiated.” 


We sympathize with the merchant in question and 
trust this warning will be of value to others. Unless 
you are sure of the customer’s reliability, as well as his 
ability to pay, do not grant him credit. Do not accept 
a letter of reference unless convinced that the writer is 
sincere. If still in doubt, ask the writer of the refer- 
ence to guarantee the account in a legal way. Remem- 
ber this—a mere letter of reference or introduction does 
not guarantee anything. It might also be well to bear 
the above incident in mind when asked to furnish ref- 
erences. Unless you would be willing to guarantee an 
account, don’t write a reference similar to the one 
published. You may later be suspected of not acting 
in good faith. 





Too Convenient 


ID you ever notice that in many popular chain 

stores there are no signs directing attention to 

different departments? The customer is left to 
his own devices as to finding the article he is in 
search of. 


Some of us have no doubt considered this a matter of 


poor judgment on the part of the chain executives. Is 
it? We questioned one such executive, and here is 
what he has to say on the subject: “We believe that it 
is a good plan to allow people to hunt for departments— 
to question employees as to where certain items are 
displayed. Often it leads to increased purchases, since 
in searching for some particular item the customer 
sees others in which his interest is aroused.” 


“We do not believe in making certain phases of 
shopping too easy for the prospective customer,” he 
added. “If we were to place all our ‘demand’ goods 
together at the most convenient and accessible place in 
our stores, we would be making shopping easy for a 
lot of people, but we would be selling only those demand 
items. However, by scattering them through various 
parts of the store and placing them in conjunction with 
slower moving items, well displayed, we sell more mer- 


chandise and make more profit. After all, that’s what 


we are in business for.” 


There seems to be considerable good logic in the argu- 
ment. Perhaps some of us have been making things 
so convenient for others that we have made the taking 
of a profit decidedly inconvenient for ourselves. 


Looking For Bad Luck 


OME people are inclined to attribute everything 
S to luck. If things take a single wrong turn, it’s 
a case of bad luck; if they go wrong twice in 
succession, such people conclude that luck is definitely 
against them and that good fortune will never smile 
again. Sometimes they get their minds so full of bad luck 
microbes that they fail to realize an opportunity for 
betterment. Meanwhile they are always looking for 
the worst, and naturally finding it. 


Mental attitude has much to do with your success or 
failure. What you expect often comes to pass, if you 
expect it hard enough. If your mental outlook is good, 
you can almost bank on good luck; that is, if you are 
one of those who believe in luck. 
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The First Step in Selling 


HERE 
truth 


is mighty little 
in the statement, 


“Salesmen are born, not , 


made.” Salesmen are born, 
just as the rest of us are, but 
they are born as babies and not 
salesmen. The stork does not 
carry any sales literature. 


Any man with average intelli- 
gence, a fair personality, and an 
honest desire to learn, can be- 
come at least an average sales- 
man. The main trouble is that 
those who attempt to teach him 
to sell, talk theories and seem to 
forget that there are any words 
of one syllable. They confuse 
rather than help them. 


The Four Steps in a Sale 


Now one of the first things a 
person in a retail store should 
know is that there are four dis- 
tinct steps to every sale, and that 
they follow in regular order. Con- 
sciously or unconsciously he goes 
through those four steps in every 
real sale he makes. These steps 
are: 


First. He must meet the pros- 
pective buyer and establish a 
friendly contact. This step in 
selling is called the approach. 


Second. He must lead the con- 
versation to some particular mer- 
chandise and arouse the prospect’s 
interest in it. 


Third. He must create in the 


prospect’s mind a desire to own 
the merchandise in question. 


Fourth. He must turn that de- 
sire into action, or in other words, 
close the sale. 


Each of these steps is clean cut 
and definite, and each is as im- 
portant as the others. 


Making the Approach 


The approach is primarily the 
establishing of a friendly, or at 
least not unfriendly contact. It 
includes the making of a favor- 
able impression on the prospective 
customer and the winning of at 
least a part of his confidence. 
Proper approach is usually only a 
matter of using courtesy and com- 
mon sense in meeting the person 
to whom you wish to sell goods. 
Naturally it has its beginning in 
a friendly smile and a word of 
greeting. It means calling him by 
name if possible. “Good morning, 
Mr. Brown,” means much more 
than plain “Good morning.” It 
implies a personal interest, and 
we all like to think that we are 
important enough to be known by 
name. The smile is used as a 
matter of course. Any sensible 
person knows that a smile creates 
a friendly feeling which paves the 
way to confidence, while a grouchy 
look is a sales damper. 


Remember this, however: Even 
a smile will not cover up an un- 


tidy appearance or a lazy indiffer- 
ent approach. The customer wants 
to be met in a brisk, wide-awake, 
“glad-to-see-you” manner, and not 
as though meeting him is just an- 
other job in the day’s work. The 
approach is largely a matter of 
first impressions. Naturally the 
customer will not be favorably 
impressed by a salesman with 
grimy hands or unkempt cloth- 
ing, and he is not apt to enthuse 
over a languid or indifferent sales- 
man. 


The second phase of the ap- 
proach consists largely of a lead- 
ing question which includes a tact- 
fully implied offer of service. It 
should always be positive rather 
than negative in character. One 
successful retail salesman invari- 
ably asks: “What can I do to 
serve you?” or “What can I show 
you today?” You will notice that 
he does not ask: “Is there any- 
thing for you today?” because 
such a question might establish a 
doubt in the customer’s mind. He 
takes it for granted that the cus- 
tomer expects his aid in locating 
the merchandise he wishes to buy. 


When the “leading question” is 
properly handled it usually draws 
an answer directing attention to 
some article or line of merchandis- 
ing. It is then up to the salesman 
to arouse the customer’s interest 
in the particular article or line 
carried in stock. That is the sec- 
ond step which we will take up in 
another article. 


Next WEEK 


The article for the 
Man Behind the 
Counter will be the 
Second Step in 
Making a Sale— 
Arousing Interest. 
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Mr. Hardwareman:—Get Your Rightful 
Share of Profitable Spring Business 





Spring Cleaning Needs 
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No. C4 No. C5 
(Item) (Item) 


You will find a fine variety of specials in the way of cleaning 
utensils ready to save your strength and put your home in spic 
and span shape at little cost. Make up your list and bring it 


here; you’ll save time, effort and money, as well. 


(STORE NAME) 





(Item) 














How To 
Order 


If you have local stereotyping 
facilities, request the complete 
set of mats of all the advertis- 
ing illustrations of these two 
pages, inclosing your check for 
$1.25. If you need mounted cuts 
order them by number given 
under each cut, listing the num- 
bers in a column. Figure the 
charge at 35c. for each cut when 
less than ten cuts are ordered ; 
when ordering ten cuts or more, 
figure the charge at 30c. for 
each cut ordered. Inclose check 
with order, please—this saves 
bookkeeping for small amounts. 
Send all orders to 


HARDWARE AGE 
ADVERTISING FEATURE 


239 West 39th St., New York City 














HE merchant who goes 

after business this 
Spring will get it. People 
néed merchandise and if 
your message to them rings 
true of seasonable items, 
quality and moderate 
price, you will be sure to 
get your share. 


These advertisements have 
been designed for small 
space yet will bring large 
returns. 


Try out the entire series 
and also send to your mail- 
ing list the Government 
Post Card idea on the 
other page. 




















R 
SUPPLIES *: 


We all expect a fair return 
for our hard efforts, and it is 
the purpose of this store to 
bring before you the most 
modern and sanitary dairy 
equipment to help you in en- 
joying the greatest results in 
dollars. 


(Description 
and Prices) 


(STORE NAME) 


Make Old Furniture 


No 
C9 








Look New 








It is easy and fascinating 
work and before you know it 
that old-looking furniture 
you once had has been trans- 
formed as if by magic, as- 
suming its original spic and 
span appearance. We have 
full assortments of paints, 
enamels and lacquers. 


(Descriptions 
and Prices) 


(STORE NAME) 
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Mary, Mary, Quite Contrary, 
Sy How Will Your Garden Grow? 


Have you the proper tools, seeds and fertilizers 
to bring you the best returns? Our assortments 
are complete. 


en 
(TEN Fie i 










Flower Vegetable 
Seeds, Seeds, 
per packet, 00c. Garden Tools per packet, 00c. 

P all finest quality to give long ser- y 

vice. 

NE si ae0ec a As eee 00c. to 00c. 

oo ee nr 00c. to 00c. 

MUIR 5.5.4 So sia sects ns 00c. to 00c. 

IES foes acs. 0 onicters one 00c. to 00c. 














(YOUR NAME AND ADDRESS HERE) 











Direct-by-Mail Government Post Card 


Mail out the direct-by-mail Government Post Card ceive. Just make necessary price changes and hand 
shown above and see the immediate returns you re- the above to your local printer. 
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QUALITY TOOLS 
for BETTER WORK «..«. 


Every man should have a set The superior quality of our tools is recognized. They help 

of handy tools so that he can the mechanic do better work, and last longer. We spe- 

make repairs. Note these Rae , ; : 

wile cialize in tools of only this quality and you will note that 
our prices are lowest for the quality offered. 








(Descriptions 
and Pricec) 





No. C1? No. C18 No. C19 


(Item) (Item) (Item) 





(STORE NAME) (STORE NAME) 
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Michigan Dealers Held Outstanding Convention 





WALDO BRUSKE 
New President 


ICHIGAN dealers gathered 
in Grand Rapids on Feb. 3 to 
6 inclusive for one of the 


most successful conventions 
ever held by the Michigan Retail 
Hardware Association. Secretary A. 
J. Scott, Marine City, declared the 
program went off like clockwork. 
Every speaker was on hand and there 
were no disappointments Fine 
weather favored the meeting and the 
attendance was large. Detroit was 
selected as the 1932 convention city. 
The exhibition held in connection with 
the convention was good and the 
model hardware store feature at- 
tracted a lot of attention. 

The following officers were elected 
to govern the activities of the organi- 
zation during the coming year: Presi- 
dent, Waldo Bruske, Saginaw; vice- 
president, Chas. H. Sutton, Howell; 
executive board members: Tern to ex- 
pire in 1932, Frank L. Wilson, Cli- 
max, to fili unexpired term of H. C. 
Spendlove, resigned; terms to expire 
in 1933: Louis F. Wolf, Mount Clem- 
ens; Harry Strong, Battle Creek; Sid- 
ney D. Foster, Newberry; Henry A. 
Schantz, Grand Rapids, and A. D. Van 
Dervoort, Lansing. 


Pres. Wolf’s Address 


At the opening session, Tuesday 
afternoon, the theme was: “The Mer- 
chandising Job.” President Louis F. 
Wolf introduced the subject, briefly 
emphasizing the necessity for better 
merchandising, saying in part: “We 
are faced with the necessity not only 
of maintaining our merchandising ser- 
vice in a manner to compare favor- 
ably with the most progressive in 
_ other lines of distribution, but also of 
keeping continually convinced of their 
advantages in utilizing the services 
that we provide.” 


A. J. SCOTT 
Secretary 


LOUIS F. WOLF 
Retiring President 


W. B. Allen, Palo Alto, Cal., presi- 
dent of the N. R. H. A., spoke on 
“The Job of Retailing.” Mr. Allen 
stressed the need of efficient mer- 
chandising methods, advocating a 
wider use of the association’s recom- 
mendations and services. He deplored 
installment selling, saying: “Install- 
ment selling is with us and whether 
we like it or not we have to accept the 
situation. I would like to see this sys- 
tem of selling curbed, for I feel it is 
greatly overdone, and that the result 
is sure to cause much hardship, both 
to buyer and to seller.” C. J. Whipple, 
president of Hibbard, Spencer, Bart- 
lett & Co., Chicago, was the next 
speaker, and “A Joint Enterprise” 
was his subject. His remarks in full 
appear elsewhere in this issue of 
HARDWARE AGE. 


E. B. Gallaher Speaks 


The address of E. B. Gallaher, 
Clover Manufacturing Co., Norwalk, 
Conn., editor, Clover Business Service, 
and a contributing editor to HArRpD- 
WARE AGE, was the final speaker on 
the Tuesday program. Mr. Gallaher’s 
topic was “Following Through.” He 
declared that Main Street instead of 
Wall Street will be the medium 
through which prosperity will be re- 
stored. Of this he said: “Main Street 
accepts the job and will make a far bet- 
ter job of it than did the hair-brained 
plutocrats when they had their in- 
ning, for the prosperity which Main 
Street has already started to build up 
will be a real prosperity this time, 
based on real values, real work and 
honesty, instead of a fake prosperity, 
built on fraud, deceit, gambling and 
thievery.” 

Wednesday morning’s session theme 
was “Retail Hardware Management.” 
The introduction of the subject was 


made by President Wolf, who urged 
dealers to acquaint themselves with 
real facts pertaining to their business 
and suggested control systems as 
means for securing definite informa- 
tion. 

“Management Points the Way” was 
the topic of the dddress made by J. 
Charles Ross, past president, N. R. 
H. A., Kalamazoo. He outlined the 
essential factors in managing a retail 
business and indorsed business con- 
trol as being an important aid to ef- 
ficient management. 

Scott Kendrick, Flint, was the next 
speaker and his subject was “The Ob- 
ligations of the Management.” Mr. 
Kendrick pointed out the advantages 
the independent merchant enjoys as 
compared to chain stores and con- 
cluded his remarks with the following 
thought: “If we work, and think, and 
plan, and study, the day of the inde- 
pendent retailer of hardware will 
dawn again.” 

Evert Stadt, Grand Rapids, dis- 
cussed “Rendering Service.” He de- 
scribed the many services the mer- 
chant can perform to create good will 
among his customers. He declared 
personal contact was the greatest as- 
set the merchant has and urged deal- 
ers to make the most of it. 

L. S. Swinehart, field secretary, Ma- 
rine City, was the next speaker, and 
he presented a very convincing dem- 
onstration of the advantages of using 
business and stock control systems. 
He cited the indorsements of several 
merchants who are using control sys- 
tems in their business with telling 
effect. The session was summarized 
as were all others by E. St. Elmo 
Lewis, Detroit, who reviewed the 
points brought out at each session in 
an informative and interesting man- 
ner. 


’ 


The Thursday Session 


“The Business of Selling” was the 
theme of Thursday morning’s session. 
President Wolf made the remarks in- 
troducing the theme and asserted in 
concluding: “Progressiveness in sales 
promotion, personal salesmanship and 
arrangement and display of stock, 
preceded by intimate and complete 
knowledge of our selling opportuni- 
ties is required to win Smith’s dol- 
lars these days.” 

Edward G. Weir, Grand Rapids, fol- 
lowed with an address on the subject 
“Are You Sales Minded?” He anal- 
yzed the factors which make a mer- 
chant sales minded and summed up 
his talk with the following point: 
“. .. Such sales minded persons have 
learned that the future belongs to 
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those who employ the legitimately un- 
usual.” 

W. G. Judson, Big Rapids, then dis- 
cussed “The Business of Selling.” Mr. 
Judson explained how planned selling 
of fishing tackle has increased sales 
in his store. Relative to installment 
selling, Mr. Judson said: “We have 
boiled it down to the point where we 
do no installment selling. However, 
we do allow a few customers to do 
some installment buying.” 

The final business session Friday 
morning took up the theme “The 
Problem of Buying.” The subject was 
introduced by President Wolf, who 
said that good buying can be divided 


into three functions: Buying to have 
what customers want; buying to con- 
serve capital, and buying to meet 
competition.” 

Veach C. Redd, Cynthiana, Ky., was 
then introduced to speak on “Buying 
to Sell.” Mr. Redd enumerated the 
factors bearing upon this topic in an 
enlightening manner, relating from 
his experience the steps that dealers 
can take in purchasing goods that 
will enjoy a ready sale. He declared 
the old adage, “Goods well bought are 
half sold,” still holds good today, pro- 
vided the goods are of the right kind 
and suited to the requirements of the 
tratle territory. He strongly advo- 


cated concentration of purchases with 
a few sources of supply. 

Resolutions adopted by the conven- 
tion included one protesting the mer- 
chandising practices of public utili- 
ties; another remonstrated against 
State sales tax legislation and an- 
other opposed increased postal rates 
on first class mail. Resolutions ap- 
proving the Vestal Design Copyright 
Bill and indorsing the activities of 
the wood utilization committee of the 
Department of Commerce were also 
passed. Resolutions of thanks and 
appreciation were also extended to 
others for their assistance in making 
the meeting a huge success. 





lowa Convention Enjoyed Record 


ITH 700 dealers and 300 ex- 
hibitors registered, the Iowa 
Retail Hardware Associa- 


tion’s thirty-third annual 
convention, held at the Savery Hotel, 
Des Moines, Feb. 10 to 13, inclusive, 
was declared by A. R. Sale, veteran 
secretary, to have been the largest in 
the history of the organization. 

H. M. Thomas of Creston, president 
of the association, discussed “The Ne- 
cessity of Better Merchandising” as 
the feature of the first session Tues- 
day. He urged the hardware men to 
borrow the good points of their chain 
competitors, and reminded them that 
better merchandising is the only thing 
that will keep them in the race. He 
advised the dealers to modernize their 
stores and equipment, even if they had 
to sacrifice to do it. 

E. H. Fabritz of Ottumwa defined 
good retailing as _ stock control, 
trained sales force, modern display 
facilities, advertising budget and 
careful credit extension. He stressed 
the point that the dealer must be fa- 
miliar with every phase of his busi- 
ness. 


Address by D. A. Merriman 


An optimistic message was deliv- 
ered by D. A. Merriman of Chicago, 
vice-president of the American Steel 
and Wire Company. He said: “There 
has been an unmistakable improve- 
ment in sentiment throughout the 
country. I don’t mean to say that 
business is good or that there is go- 
ing to be a sudden upturn, but still 
there are a number of evidences of re- 
turning prosperity. Our own business 
was much better in January than in 
December, and it is commonly consid- 
ered that the steel industry is a good 
barometer of business.” Mr. Merri- 
man expressed the belief that pros- 
perity will start in the agricultural 


Attendance 


regions this time, instead of in the 
financial centers. 

Stock control was held up as one of 
the prime essentials of a successful 
hardware business at Wednesday’s 
session. Albert Bojens of Atlantic 


conducted a symposium on the sub- ¢ 
ject, and emphasized that even a mod- | 


est system of stock control eliminates 
much of the guesswork in buying, be- 
sides telling the retailer what lines are 
not moving. 

Fred McCormick of Ottuma, one of 
the leading exponents of stock con- 
trol in Iowa, declared that no mer- 
chant can rely on his memory when it 
comes to recalling what items are pay- 
ing for the space they take on the 
shelves. He urged stock control to 
the dealer who wants to know what is 
selling, how fast his stock is turning 
and how much to purchase for each 
department. 

W. F. Mueller of Fort Dodge sug- 
gested that a modified system which 
embraced only major items of the 
hardware stock can be used very suc- 
cessfully without an _ inordinate 
amount of bookwork. He explained a 
simplified form which he worked out 
for his own store, and offered to mail 
a sample to any dealer, 

Harry L. Keys, St. Paul, secretary 
of the National Merchants Associa- 
tion, advised dealers to concentrate 
their buying with one or two con- 
cerns. He said merchants who prac- 
tice concentration usually keep a more 
complete stock, and when times are 
hard they find it easier to get credit 
extension. 


Selling Is the Big Job 


“Selling is the big job of the re- 
tailer,’ A. A. Schneiderhahn, Des 
Moines radio distributor, told the 
hardware men Thursday. “All of your 
buying and other efforts are all sec- 





A. R. SALE 
Retiring Secretary 


H. M. THOMAS 
Reelected President 


ondary to selling,” he said, ‘and your 
ability to sell is what determines 
whether you sink or swim.” The 
speaker pointed to the advantages of 
large unit sales and the correspond- 
ingly large profits. He said the hard- 
ware men ought to be pushing radio, 
electric refrigerators, electric washers, 
stoves, etc. He also suggested that 
salesmen should be thoroughly in- 
structed about the merits of every 
item in stock. 

A feature of Thursday’s meeting 
was the announcement that A. R. Sale, 
secretary of the association, who has 
guided its destinies for 28 years, had 
been relieved of some of his numer- 
ous burdens, and would hold the office 
of financial secretary of the Iowa 
Hardware Mutual Insurance Company 
from now on. The long time official 
was given a big ovation, and President 
Thomas expressed the thanks of the 
association to him for his fine leader- 
ship which caused the organization to 
gain members when similar organiza- 
tions in other States were slipping. 











56 HARDWARE AGE for FEBRUARY 26, 1931 





Secretary Sale responded in a re- 
port which traced the growth of the 
association and the mutual from their 
modest beginnings up to their present 
strong position. 

The annual business meeting on 
Friday resulted in the reelection of 
President Thomas and Vice-President 
E. E. Brenner of Marshalltown. The 
board was authorized to select a new 
secretary and was given some time 
to look over acceptable prospects for 
the position. 

C. A. Knutson of Clear Lake was 
elected president of the Iowa Hard- 
ware Mutual, and R. D. Austin, for- 
mer assistant secretary, was named 
secretary. A. R. Sale, former secre- 
tary, takes over the office of treasurer 


in his newly created job as financial 
secretary. 

Five members were reelected to the 
board of directors of the association. 
They were: President Thomas, Cres- 
ton; C. A. Knutson, Clear Lake; E. 
H. Fabritz, Ottumwa; L. E. Lewis, 
West Liberty; W. F. Mueller, Fort 
Dodge. Holdover members are: G. G. 
Minier, Burlington; George B. Healey, 
Dubuque; C. T. Gadd, Des Moines; C. 
B. Hill, Spirit Lake; E. E. Brenner, 
Marshalltown, and Albert Bojens, At- 
lantic. 

Resolutions adopted by the associa- 
tion voiced opposition to the proposed 
increase in first-class postage rates, 
and put the Iowa dealers on record 
as strongly opposed to the sale of 
electric and gas appliances by public 





utility companies. The resolution 
charged that such a practice is against 
public interest, and urged that the 
public service commissions of the va- 
rious States require utility concerns 
to segregate the expense of selling 
appliances from their general ex- 
penditures. 

One resolution warmly commended 
Secretary Sale for his long and ef- 
ficient service, and pointed out that the 
association is keeping him as an of- 
ficer so that it can have the benefit of 
his knowledge gained from experi- 
ence, 

The hardware exhibition was held 
at the Coliseum, which was filled with 
displays. A feature was the model 
hardware store, which attracted wide 
attention. 


Western Washington Dealers in Three 


Convention Sessions at Seattle 





JACK DRESSLAR 


ROM nine o’clock in the morn- 
Hh: until 10 o’clock in the eve- 
ning, with intermissions for 
lunch and dinner, fifty or sixty 
dealers from western Washington 
gathered at the Hotel Gowman, Seat- 
tle, on Monday, Feb. 9, for one of the 
most intensive convention sessions on 
record. Taking advantage of the 
presence of speakers who had been in 
attendance at the Pacific Northwest 
convention at Spokane, and just pre- 
vious at the Oregon State convention 
at Portland, the enterprising western 
Washington trade arranged this 
“short-course” along prescribed na- 
tional lines and the members them- 
selves contributed substantially to the 
success of the ambitious program. 
With A. E. Vaughn, newly elected 
president of the Pacific Northwest 
Association in the chair, the morning 
session opened with a talk by Jack 
Dresslar of the Dresslar Hardware 
Co. of Seattle, in which he stated his 


A. E. VAUGHN 


E. E. LUCAS 


determination to make of his store an 
experimental station in developing a 
type of merchandising to meet metro- 
politan competition, and particularly 
to attract women customers. 

Following Mr. Dresslar came W. P. 
Snyder, proprietor of successful small 
stores at Granite Falls and Arling- 
ton, in the agricultural section of 
northwestern Washington. Mr. Sny- 
der explained the budgeting and the 
practical control that are features of 
his business and also the practice of 
planning his window displays and 
newspaper advertising for a year in 
advance, keeping careful record of 
past displays and announcements. 
He also gives wide publicity to the 
prices of his stock that meet or better 
mail order catalog prices. 

D. F. Brooks, manager of dealer 
sales, Seattle Hardware Co., empha- 
sized the common problem of both 
wholesalers and retailers in meeting 
current competition and acting co- 


operatively together. “Just as with 
the wholesaler in his contact with the 
manufacturer, so the dealer has teeth 
in his requests according to the color 
of his money and his orders,” says 
Mr. Brooks. “And if the wholesaler 
offers equal value he asks the dealer’s 
business in return.” 

R. W. Neighbor, Pacific Coast sales 
manager, E. C. Atkins & Co., outlined 
the policy of trade protection by man- 
ufacturers which should entitle them 
to both wholesale and retail respect. 

A forcible and inspirational address 
on credit control by A. H. Heath, 
credit manager, Hunt & Mottet Co., 
Tacoma, concluded the morning ses- 
sion. Mr. Heath emphasized the quali- 
ties of imagination and management 
back of resources as the fundamental 
factors in self control, which in turn 
makes possible credit control. 

The afternoon session was ad- 
dressed in turn by F. A. Ernst of the 
Ernst Hardware Co. of Seattle, on 
electrical utilities merchandising; by 
A. L. Callow of Minard & Co., Elma, 
on installment selling; by C. G. Jen- 
nings, of the Jennings Hardware Co., 
Tacoma, on retail advertising; by A. 
E. Vaughn of the Vaughn Hardware 
Co., Aberdeen, on business control. 

All sessions were summarized by 
Paul J. Stokes, research director, Na- 
tional Retail Hardware Association. 

Other afternoon speakers were Ray 
Cavanaugh of the Cavanaugh Hard- 
ware Co., Auburn, on “Understand- 
ing Consumer Attitude” and Harry 
Fisher of Fisher Bros. Hardware & 
Furniture Co., Enumclaw, on “Buy- 
ing Price Lines.” 

In the evening an attendance of 
approximately seventy heard with 
particular interest four speakers of 
prominence. Mr. Stokes in “Econom- 
ic Reflections” predicted a return to 
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normal in 1932 and a gradual better- 
ment of conditions during the present 
year. 

Nathan Eckstein, chairman of the 
board of the Schwabacher Hardware 
Co. and distinguished citizen and 
business man of Seattle, spoke of 
the opportunity for the independent 
retail merchant in the future, and 
discounted the theories of economists 
with reference to mass selling and 
the predicted downfall of the middle- 
man. 

Brice M. Mace, western representa- 
tive of the Department of Foreign 
and Domestic Commerce, delivered a 
witty and forcible address, treating 
of the opportunities from the stand- 
point of independent merchants from 
the national credit survey completed 
last year and of the census of distri- 
bution, whose results will shortly be 


announced. He particularly stressed 
the destiny of the Pacific Northwest, 
where the last undeveloped water 
power resources of the United States 
will bring future advancement “even 
sooner than we had expected.” 

As a concluding feature of the pro- 
gram Osgood Murdock, editor of 
Hardware World, showed slides with 
views of significant western hardware 
stores in various types of communi- 
ties and illustrating various phases of 
modern retail businesses. 

During the session the association 
went on record endorsing a resolu- 
tion urging the Public Service Com- 
mission of Washington to investigate 
practices of public utility companies 
in failing to segregate their merchan- 
dising activities from their service 
department and requesting such seg- 
regation, in order that all expenses of 


merchandising operation be excluded 
from the class considered in deter- 
mining the rates to be charged for 
light, heat and power. 

President Vaughn, authorized by 
motion of the meeting, appointed a 
committee consisting of F. A. Ernst, 
Seattle, C. G. Jennings, Tacoma, and 
Frank Jackson, Montesano, to serve 
with similar committees from Idaho, 
Oregon and eastern Washington in 
considering a revision of the constitu- 
tion of the Pacific Northwest Associa- 
tion. 

The Seattle Retail Hardware Deal- 
ers Association, under whose auspices 
this meeting was held, meets regu- 
larly for dinner on the first Thursday 
of every month. Jack Dresslar of the 
Dresslar Hardware Co., Seattle, is 
president of the group. 





Illinois Dealers Ask State Public Service 
Commission For Utilities Relief 


ITH a normal attendance and 
a disposition to face the facts 
the Illinois Retail Hardware 


Association held its thirty- 
fourth annual convention in Chicago at 
the Hotel Sherman, Feb. 10, 11 and 12. 
President Fred W. Swannell of Kan- 
kakee conducted the sessions. 

Only one major complaint was reg- 
istered at the gathering; vigorous 
enough, it was aimed at the merchan- 
dising competition offered so unfairly 
by the public utilities. At the final 
session numerous dealers arose in 
protest. 

Obedient to this sentiment, the con- 
vention adopted a special resolution 
calling on the State public service 
commission to investigate the situa- 
tion and require the utilities to segre- 
gate their merchandise accounting in 
order that selling costs may no longer 
be absorbed by regular income derived 
from the sale of electric current and 
gas. Feeling seemed to prevail that 
this action of the association would 
bring relief. 


Election of Officers 


The following officers were chosen 
for 1931: B. A. Schroeder, Barrington, 
president; G. R. Swank, Galva, vice- 
president; new directors, C. E. Brad- 
ley, Blue Mound; H. W. Giessing, 
East St. Louis. 

The annual banquet was held in the 
Grand Ball Room of the Hotel Sher- 
man Tuesday night. Winfield H. Cas- 
low, “The Main Street Crusader” of 
Grand Rapids, Mich., spoke at the 
luncheon Thursday against the syndi- 
cate system. His criticism of the Fed- 
eral Radio Commission and other gov- 


4 
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F. W. SWANNELL 
Retiring President 


ernmental agencies was caustic. 
Throughout the convention plenty of 
hospitality was extended to the ladies. 

President Swannell opened the first 
session Tuesday morning with a dis- 
cussion of “The Necessity for Better 
Merchandising.” Stressing the point 
that the customer today knows what 
he wants and approximately what he 
should pay for it, Mr. Swannell said 
that the modern shopper no longer 
wishes to be “waited on” in a store, 
but insists upon freedom of inspection 
and plain pricing. 

The speaker emphasized the impor- 
tance of expense and stock control. 
“Education,” he declared, “is a slow 
process, but must be carried on in 
order to carry the lessons of modern 
merchandising home to the individual 
association member.” 





B. A. SCHROEDER 
New President 





P. M. MULLIKEN 
Managing Director 


C. E. Bradley of Blue Mound, IIL, 
spoke on “The Job of Retailing.” He 
urged the merchant to buy back- 
wards in order to be able to sell at 
acceptable prices. “Capital, credit and 
service are much better conserved 
when buying is concentrated,” he said. 

Henry Clay, sales manager of the 
Simmons Hardware Co., St. Louis, 
called hardware merchandising “A 
Joint Enterprise,” the subject of his 
address. Defining his topic, he said 
that it meant a united effort on the 
part of the hardware wholesaler and 
hardware retailer in an undertaking 
of importance for mutual profit. 

Mr. Clay deplored what he declared 
to be the tendency among jobbers and 
retailers in their mutual relations to 
drift away from the Golden Rule. 
“Why not tighten the traces,” he 
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urged, “and both of us pull together 
in the same direction? Each part- 
ner in a joint enterprise must make 
a profit.” He thought that buying had 
often been emphasized at the expense 
of selling. 

In behalf of the manufacturer, C. R. 
Swisshelm of the Crescent Tool Co., 
Jamestown, N. Y., addressed the con- 
vention on “Following Through.” He 
said that although the use of many 
hand tools had shown a marked de- 
cline in the last five years, the job of 
making and selling them was still a 
husky business. He declared that the 
retail hardware man could not afford 
to offer anything not of good value. 

C. G. Gilbert of Oregon, IIl., led the 
discussion following the addresses and 
Harold W. Bervig of the National 
Retail Hardware Association summa- 
rized and amplified the points brought 
out during the session. 

Paul M. Mulliken, managing direc- 
tor of the Illinois association, spoke 
on “Business Points the Way” 
Thursday morning, Lincoln’s Birth- 
day. “‘If we could first know where 
we are and whither we are tending,’ ” 





he quoted from the Great Emanci- 
pator, ““‘we could better judge what 
to do and how to do it.’” Mr. Mulli- 
ken said that the year was promising 
to the man who accurately assessed 
the situation and acted on his find- 
ings. 

C. J. Christopher of the Minnesota 
association then demonstrated the 
arithmetic of “Association Control 
Services,” using a blackboard. He re- 
peated the advice of Babson, “ ‘Tell 
your dollars where to go and don’t 
wait to find out where they have 
gone.’” 

Veach C. Redd of Cynthiana, Ky., 
summarized the addresses of the 
Wednesday session, saying that the 
independent merchant had great ad- 
vantages over the chain store man- 
ager, including an unlimited field for 
his own resourcefulness and personal 
responsibility. Stressing the impor- 
tance of adequate stocks, he said: “I 
wonder if a large part of the diffi- 
culties of 1929-30 were not due to 
‘outs’ rather than to the depression.” 

“Are You Sales Minded?” was the 


subject discussed Thursday morning 
by H. E. Pease of Chicago. He said 
that the chains had changed the buy- 
ing habits of the public and that the 
merchant must change his selling 
habits. He urged dealers to spend 
more time keeping customers and less 
time to keeping books. “Cater to the 
women,” he advised. “They go every- 
where nowadays. About the only place 
for a man to get away from them is 
in the Y. M. C. A. swimming-pool.” 

. H. W. and W. O. Hirth, brothers, 
of the Illinois association staff, dem- 
onstrated modern display selling. An 
open-top table had been placed on the 
platform and their dialog hinged on 
the arrangement of merchandise and 
the system of price and display cards 
offered by the association. 

A. H. Brayton of Des Moines spoke 
on “Successful Sales Promotion.” For 
merchants during 1931 he suggested 
the slogan, “Stay on the floor a little 
bit more.” “Don’t let your competitor 
run your business,” he urged. “We’ve 
got to rub our noses in the merchan- 
dise this year.” 





Oregon Merchants Convene 


ITH George E. Allen of 
Salem elected as president | 
and G. R. McNair of Bandon 


as the new vice-president, 
the twenty-fifth annual convention of | 
the Oregon Retail Hardware and Im- 


plement Dealers Association ad- 
journed on Lincoln’s Birthday after 
sessions extending over two and a half 
days at the Multnomah Hotel, Port- 
land. 

The retail merchants of Oregon, or 
at least those who had been asked in 
advance to participate in the associa- 
tion program, took their assignments 
seriously and carefully prepared the 
matter to be presented. Charts, dia- 
grams and outlines accompanied the 
presentations of many of the speak- 
ers, and as a result real and definite 
helps along merchandising lines were 
offered. 

It was generally agreed that 1930 
had been one of the most difficult and 
unsatisfactory business years ever 
experienced by the present commer- 
cial generation, that it should now be 
forgotten, except in the experience 
and strength gained from its sur- 
vival, and that every portent favors 
more substantial progress and more 
favorable conditions for the year to 
some. 

In his annual address on the occa- 
sion of the association’s twenty-fifth 
anniversary, President E. A. Franz of 
Hood River harked back to the days 
of 1906, when the association was 
founded, with H. J. Simpson of Cor- 
vallis as the first president. “In those 
days the bone of contention was the 
jobber, first, last and all,” remarked 


E. A. FRANZ 
Retiring President New President 
Mr. Franz, and then proceeded to con- 
trast that situation with the present 
program of cooperation under the 
general theme, “Teamwork in Mer- 
chandising.” 

Secretary Lucas reported a mem- 
bership of approximately two hun- 
dred and fifty, and the necessity for 
carefully balancing the budget in or- 
der to proceed on a safe basis during 
1931. 

“Lessons Learned in 1930” was the 
topic of C. C. Colt, vice-president of 
the First National Bank of Portland, 
and “Government Cooperation” was 
covered by Harry O. Mitchell, district 
manager of the U. S. Bureau of For- 
eign and Domestic Commerce, also of 
Portland. “Economic Reflections” by 
Paul J. Stokes, research director of 


GEORGE E. ALLEN 


in Portland 


the National Retail Hardware Asso- 
ciation, closed the first session. 

On Wednesday morning, President- 
Elect George E. Allen ably outlined 
his subject, “Studying the Merchan- 
dising Job,” and presented figures to 
show that his competition was about 
90 per cent from other than hard- 
ware channels. A careful record and 
check covering three days before 


4 Christmas in his store showed that 


there were two and a half times more 
men than women entering his store, 
and of these four out of five of the 
men made purchases, while less than 
one-half of the women were sold 
goods. 

In the three-way discussion of 
teamwork between the three standard 
factors in distribution, “The Job of 
Retailing” was handled by George F. 
Jameson of McMinnville; the point of 
view of the jobber was definitely and 
constructively outlined by George H. 
Young, general sales manager of 
Marshall-Wells Co. of Portland; and 
the standpoint of the manufacturer 
was presented by R. W. Neighbor, Pa- 
cific Coast manager of E. C. Atkins 
& Co. 

Following a pointed presentation of 
the topic “Store Management” by E. 
P. Lewis of Marshfield, Norris Ames 
of Silverton closed the morning ses- 
sion with a detailed presentation of 
business control as practised in his 
business, and applied to the average 
store. 

The third session, on Wednesday 
afternoon, was addressed by the fol- 
lowing: 

J. G. Bennett of Vancouver, Wash., 
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on “Unit Stock Control”; Don J. Ross 
of Portland, vice-president of the Na- 
tional Association of Credit Men, on 
“Credit Control”; G. R. McNair of 
Bandon, vice-president-elect, on “Sell- 
ing Inside the Store”; and C. G. Jen- 
nings, Tacoma, on “Selling Through 
Advertising” (with demonstration of 
the extensive advertising method used 
in his own business involving an ap- 
propriation of 3 per cent of his sales 
volume, no per cent of which 1s spent 
in newspaper space). 

Other afternoon speakers were 
President Franz on “The Problem of 
Buying,’ C. M. Bohnenkamp of La 
Grande on “Understanding Consumer 
Attitude,” A. L. Jameson of McMinn- 
ville on “Current Tax Problems,” and 
R. R. Friedrich of Oregon City on 
“Buying Price Lines.” 

Guy Bennett suggested an appro- 
priate slogan for the hardware indus- 
try nationally, as follows: “Hardware 
from a Hardware Store Is Better and 
Costs No More.” 

The fourth session on Thursday 
morning, Lincoln’s Birthday, was de- 
voted to implements and seemed to 
take the convention prize both for at- 
tendance and the importance of the 
material presented. Professor W. J. 
Gilmore of the agricultural engineer- 
ing department of the Oregon State 
College at Corvallis presented ably 
the economic justification of ma- 
chinery in agriculture and plead for 


cooperation by the industry with his 
department. 

“Agricultural Engineering in Con- 
nection with Manufacturers, Dealers 
and Farmers” was the topic of E. L. 
Hughes, Northwest manager for Min- 
neapolis-Moline Power Implement Co. 

Charles R. Archerd of Salem made 
an eloquent and forceful plea for 
more attention to human values and 
the farmer’s point of view on the part 
of implement dealers. 

The session closed with a convincing 
presentation by W. O. Munsell, presi- 
dent and general manager of Mitchell, 
Lewis & Staver Co. of Portland, of 
the “Manufacturer’s and Jobber’s Re- 
sponsibility to Agriculture.” 

The last session, Thursday after- 
noon, was addressed by Arno Dale 
Strong of Spokane on the future des- 
tiny of the Pacific Northwest; by Os- 
good Murdock, editor of the Hardware 
World, with an illustrated talk on 
“Significant Western Retail Stores,” 
and by Dr. W. J. Hindley, traditional 
key-noter with his inspirational clos- 
ing address to the topic “Cui Bono?” 

Officers for the new year were 
elected as follows: President, George 
E. Allen, Salem; vice-president, G. R. 
McNair, Bandon. New members of the 
executive committee: W. N. Ekblad 
of Marshfield; R. W. Geer, Burns; E. 
A. Franz, Hood River; George R. Rid- 
dle, Grants Pass. 

Members of the executive commit- 
tee who continue in office are as fol- 


lows: H. R. Lakin, Bend; C. J. White- 
side, Corvallis; C. M. Bohnenkamp, La 
Grande; George F. Jameson, McMinn- 
ville; D. B. Chown, Portland. 

At the closing sessions resolutions 
were adopted expressing the associa- 
tion’s appreciation to President Franz 
and the speakers and the hosts dur- 
ing the convention. Association ser- 
vices and plans were especially com- 
mended to the membership and like- 
wise the Oregon Highway Commission 
was commended for its expenditure 
on development during the year just 
past. The association went on record 
as favoring the Capper-Kelly bill and 
was opposed to the practice of public 
utility companies in failing to segre- 
gate merchandising costs from service 
charges. 

On Wednesday evening those at- 
tending the convention were the 
guests of the Portland manufacturers 
and wholesalers at an elaborate din- 
ner and revue entertainment in the 
ballroom of the Multnomah Hotel. 
George H. Young of Marshall-Wells 
Co. served as toastmaster, and the ar- 
rangements and entertainment com- 
mittee included D. A. Aronson, The 
Sherwin-Williams Company, chair- 
man; Otto Cook, Crane Co.; Wade 
Newbegin, R. M. Wade & Co.; H. G. 
Murphy, John Deere Plow Co.; R. J. 
Honeyman, Honeyman Hardware Co.; 
Homer Groat, Mitchell, Lewis & Sta- 
ver Co., and Geo. H. Young, Marshall- 
Wells Company. 


Thirty-fifth North Cis Convention 
Attracted 250 Dealers to Minot 


A HE thirty-fifth annual conven- 
tion of the North Dakota Re- 
tail Hardware Association con- 

vened in Minot on Feb. 10, 11 and 12 

for one of the most successful meet- 

ings ever held by the organization. 

There was an attendance of 250 

dealers and the program was both in- 

structive and_ interesting. About 
thirty manufacturers and wholesalers 
had exhibits in Parker Auditorium. 

The business session was held in the 

Elks Hall. On Wednesday evening, 

following a banquet at St. Leo’s 

Church, the members adjourned to 

the Elks Hall, where dancing was en- 

joyed until midnight. 

Officers elected for the coming year 
were: President, A. O. Gunnerud, 
Silva; First Vice-President, Howard 
Connolly, Devils Lake; Second Vice- 
President, J. W. Calnan, Berthold; 
Treasurer, A. A. Lane, Sherwood; 
Secretary, C. N. Barnes, Grand 
Forks. Directors for one year: P. I. 
Dahlen, Williston; Guy Bervig, New 
Rockford, and A. E. Dunphy, Ellen- 
dale. The following directors will 
continue to serve until their terms 
have expired: D. R. Jacobson, Minot; 


A. J. Cole, Lisbon, and John I. Rovig, 
Mandan. C. N. Barnes, secretary, is 
also an ex-officio member of the 
board of directors. 





A. O. GUNNERUD 
New President 


President A. A. Lane, Sherwood, 
called the opening session Tuesday 
afternoon to order and delivered his 
annual message to the organization. 


The program followed that suggested 
by the national association, with 
“Teamwork in Hardware Merchan- 
disihg” as the convention theme. Dis- 
cussions at the Tuesday session cen- 
tered around the sub-theme, “The 
Merchandising Job.”’ President Lane’s 
message was entitled “The Necessity 
for Better Merchandising.” In his 
remarks he reviewed the business sit- 
uation during the past year and ex- 
pressed the belief that the current 
year will mark a real revival if 
dealers will put suggested plans into 
operation. He urged dealers to sys- 
tematize their business methods and 
control of stock so that returns from 
their investment can be increased. 

Oscar Mastrud, Jamestown, spoke 
on “The Job of Retailing.” He ex- 
pressed confidence in the future of 
the independent hardware merchant 
who will adopt modern and aggres- 
sive methods and suggested a national 
advertising campaign to create busi- 
ness and build prestige for hardware 
stores. 

John H. DeWild, director of Cus- 
tomers’ Service Department, Butler 
Brothers, Minneapolis, was the next 
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speaker and his subpect “The Whole- 
saler’s Place in Teamwork.” He im- 
plored members to take advantage of 
the services provided by wholesalers 
and manufacturers and in continuing 
he said: “Profit comes from turn- 
over—at a profit. Learn to think 
from the selling angle first—do much 
of your advertising backward—and 
you will have solved many of your un- 
profitable problems.” 

E. J. Schonberg, president, Fargo 
Paint & Glass Co., Fargo, spoke on 
“A Joint Enterprise.” Mr. Schonberg 
declared that wholesalers perform an 
indispensable function in the distri- 
bution of hardware and urged dealers 
to support the manufacturers and dis- 
tributers who are playing the game 


fairly. 
Ralph T. Phillips, president, Puffer- 
Hubbard Mfg. Co., Minneapolis, 


Minn., in his address on “Following 
Through.” He outlined the manufac- 
turers’ obligations and duties and de- 
plored that fact that producers can- 
not seem to enjoy closer relations 
with the retail outlets for. his prod- 
uts, so that the retailer would keep 
him advised of the problems with 
which he is confronted. He expressed 
the opinion that the manufacturer to 
wholesaler to retailer system of dis- 
tribution has many advantages over 
any other plan. 

In the forum discussion which fol- 
lowed, Albert Jacobson, Rolla; C. H. 
Blanding, Harvey; Howard Connolly, 
Devils Lake, and other dealer mem- 
bers made short talks on studying 
customers, new lines and trends, mer- 
chandising methods and competition. 

This session as well as both of the 
other business meetings was sum- 
marized by Herbert P. Sheets, man- 
aging director of the National Retail 
Hardware Association. He reviewed 
the points brought out in the ad- 
dresses delivered at each session in a 
brief and helpful fashion. 


Wednesday Session 


Wednesday’s_ session dealt with 
“Retail Hardware Management” and 
the session theme was introduced by 
President Lane. A. O. Gunnerud, 
Silva, delivered the key address on 
the subject, “Management Points the 
Way.” Mr. Gunnerud advised mer- 
chants, as managers of their busi- 
ness, to take an inventory of them- 
selves. He declared that there were 
two types of merchants, the “hit and 


miss” type and the “Bee Line” type. 
Selection of employees, buying, mod- 
ernizing and systematizing the man- 





A. A. LANE 
Retiring President 


agement were factors which, he de- 
clared, should receive greater atten- 
tion. He urged the use of business 





C. N. BARNES 
Secretary 


control and implored dealers to plan 
and think more clearly. 
In the forum discussion which fol- 





lowed Mr. Gunnerud’s address, “The 
Obligations of the Management” were 
outlined by Ed. Hoff, Rugby; G. B. 
Mansfield, Tuttle; J. “W. Calnan, 
Berthold; Gil Johnson, Williston; Ben 
Madsen, Mohall, and John Rovig, 
Mandan. Each speaker covered one 
phase of the main subject, with the 
result that much beneficial informa- 
tion was brought to light in the talks. 


Thursday’s Session 


At the-final session Thursday after- 
noon, after the session theme, “The 
Business of Selling,” had been intro- 
duced by President Lane, the key ad- 
dress, “Aré You Sales Minded?” was 
delivered by Frank G. Cramer, man- 
ager of Market Extension Depart- 
ment, The Farmer, St. Paul, Minn. 
Mr. Cramer covered his subject in a 
very complete and interesting man- 
ner, stressing the factors essential to 
coping with present-day problems. 
In conclusion, he requested dealers to 
ask themselves the following four 
questions, stating that if their an- 
swers were in the affirmative to 
the four queries they were “sales 
minded”: “1. Is your store attrac- 
tive? Is your merchandise well dis- 
played and do you tell folks in your 
community through advertising about 
the goods you have to sell? 2. Do 
you study the attitude of your clerks 
to know if they attract customers or 
drive them away? 3. Do you co- 
operate with other dealers in your 
town to make your town a place in 
which everyone likes to trade? Have 
you made a survey of the town and 
your territory? Do people prefer to 
trade there? 4. Do you know what 
people are reading about and do the 
dealers in your town get the same 
benefit of advertising by displaying 
the merchandise at the same time” 
An open forum discussion led by 
President Lane followed the address 
of Mr. Cramer, in which M. Ringen, 
Kenmare; Oscar S. Hilman, Berwick; 
Cecilia O’Brien, Devils Lake; M. H. 
Strand, Plaza; H. M. Ulvick, Aneta, 
and Ralph Fugelso, Minot, partici- 
pated and gave short talks bearing 
upon each phase of the main topic. 

In addition to the usual resolutions, 
the association also went on record as 
approving an investigation of the un- 
fair merchandising practices of pub- 
lic utilities in selling electric appli- 
ances. 


The Electrical Appliance Opportunity 


ciation, 


A ciation, to the National Electric Light Asso- 


current. 
represented by farms. 


approximately 70 per cent of all 
American homes are now wired for electric 
A large part of the 30 per cent unwired is 
At the same time the use of 
electric service on farms increased 18 per cent last 


year, the largest gain in any single year of the electrical 
industry’s history. 

While this affords some idea of the opportunity for 
appliance sales, it does not tell the whole story because 
of the comparatively small average number of appli- 
ances now in use in wired homes. 
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Three Thousand Attended Pasha 


Hardware Convention 


Atlantic Seaboard Hardware 
Association, Inc., held its 
thirtieth annual convention and ex- 
hibition Feb. 9 to 13, 1931. The cus- 
tomary Monday night opening session 
was held at the Benjamin Franklin 
Hotel, but all other sessions and the 
exhibit were at the Commercial Mu- 
seum. Registration of dealers and 
their clerks was almost 3000. The 
night the hall was opened to the pub- 
lic an estimated 25,000 attended. 
President Henry S. Newcomer, Mt. 
Joy, Pa., started the business sessions 
Tuesday morning with his annual ad- 
dress on “The Merchant and His 
Job,” which dwelt largely with the 
changes in living conditions and the 
effect of these changes on retailing 
methods. The necessity for up-to- 
date methods, new merchandise prop- 
erly displayed and the keenness of 
general competition for the consum- 
er’s dollar were stressed. President 
Newcomer prefaced his comments 
with an outline of the 1930 activities 
of the organization, and reported 127 
new members gained during that pe- 
riod. : 


N. R. H. A. President Allen’s 
Address 


Leading the discussion on “Mer- 
chandising Teamwork,” N. R. H. A. 
President W. B. Allen, Palo Alto, 
Cal., analyzed the retailer’s part in 
this plan, stressing also the changes 
in consumer habits and demands and 
the necessity for having what the 
public wants—when and as wanted. 
He emphasized the value of applying 
business and stock control systems 
and told of the departmental activi- 
ties of the National body. 

Contributing a wholesaler’s view, 
G. Sumner Wilson, vice-president, 
Decatur & Hopkins Co., Boston, 
Mass., and president of the National 
Hardware Association, told how mod- 
ern business trends are emphasizing 
the importance of the wholesaler as 
an essential connecting link in the 
chain of distribution between the 
manufacturer and retailer. He elab- 
orated on the various angles of ser- 
vices rendered the industry by job- 
bers, stressing the ever-increasing 
necessity for manufacturer, whole- 
saler and retailer to act together for 
the common good of all. 

Saunders Norvell, president, Rem- 
ington Arms Co., Inc., New York 
City, and Contributing Editor of 
HARDWARE AGE, spoke on the topic 
“Following Through,” which was the 


ETURNING to Philadelphia, 
R Pa., the Pennsylvania and 





W. H. BLANNING 
New President 


manufacturers’ part of the merchan- 
dising teamwork discussion. His talk 
was based largely on his own suc- 
cessful experiences in promoting 
Remington products through his own 
salesmen to wholesalers, to retailers 
to consumers. His plan, as explained, 
was built about an elaborate port- 
folio of photographs which graphi- 
cally carried the story of the com- 
pany’s products, sales policies and ad- 
vertising plans. With picture evi- 
dence to guide them, Remington sales- 
men couldn’t forget any part of their 
sales story, Mr. Norvell said, where- 
as prior to the portfolio plan he had 
frequently discovered the difficulty of 
making salesmen thoroughly familiar 
with the problems and plans of the 
company’s program. Holding up a 
sample portfolio, the speaker traced 
the selling story from factory to con- 
sumer and pointed out the importance 
of having a complete plan which gave 
a definite relation between the factors 
of distribution in making their com- 
mon progress and profits. 


Atkinson Sums Up Session 


Summing up the session Past Presi- 
dent R. J. Atkinson, Brooklyn, N. Y., 
said manufacturers prosper only be- 
cause consumers demand something 
they can’t conveniently or properly 
make for themselves. He continued: 
“Manufacturers have a real problem 
in the merchandising job and must 
devote their study to establish sales 
representatives that will provide the 
sort of consumer contact they would 
desire if they were personally fac- 
ing the consumers. Merchandise is 
produced for use and not as a gam- 
bling proposition for distributive 
agencies.” 


H. S. NEWCOMER 
Retiring President 








W. GLENN PEARCE 


Secretary-Treasurer 


Declaring the jobbers’ problem was 
too much expansion that has resulted 
in high selling costs, Mr. Atkinson 
suggested closer tie-ups between 
wholesaler and retailer, and concen- 
tration of buying to help lower these‘ 
costs, which, he said, were very close 
to the cost of retailing. 

Saying that much criticism sug- 
gested that the retailer was respon- 
sible for most distribution ills, the 
speaker called retailers the major 
salesmen of the country, on whom the 
manufacturers and wholesalers de- 
pend to pass out merchandise to the 
consumers, creating and developing 
markets for good, bad and indifferent 
merchandise in good times and bad. 


Managing for Profit 


E. B. Gallaher, editor, Clover Busi- 
ness Service, and treasurer, Clover 
Mfg. Co., Norwalk, Conn., was the 
principal speaker at the Wednesday 
session. His talk, “Managing for 
Profit,’ was printed in full in the 
Feb. 19 issue of HARDWARE AGE. He 
was followed by Phillip R. Jacobson, 
N. R. H. A. field man, who outlined 
the organization’s control services, il- 
lustrating his remarks with charts. 
Carl W. Dipman, editor, Good Hard- 
ware, spoke on “The Man in Man- 
agement,” citing the experiences of 
the grocery field in solving many re- 
tailing problems which, he said, were 
similar to those of the hardware’ 
trade. 

The highlight of the Thursday ses- 
sion was a talk by Robert J. Mur- 
ray, Honesdale, Pa., who told of his 
own experiences in seeking and ob- 
taining extra profitable business 
through a study of community needs. 
He told of the importance in being 
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sales-minded, urged cooperation in all 
useful community activities and, 
above all, to be willing to change life- 
jong habits when and as necessary 
for the betterment of business. Don’t 
be afraid to do unusual things and 
to make unusual changes for such 
progress identifies you and makes 
peonle think you are on to your job. 
he continued. He said he found pres- 
ent unemployment helping the sale 
of garden equipment, seeds, tools and 
paints, as many handy men for the 
first time in their lives had ample time 
to fix and make things. 

Assisted by Herbert Oppenheim, W. 
C. Heller & Co., Inc., and Eric Ed- 
land of the Pasha, Mr. Jacobson 
dramatized a selling methods talk. 
He and his colleagues showed table 
displays incorrectly arranged and 
price carded, and then made them up 
for efficient selling, explaining, as they 
went along, how and why the changes 
were made. 

Grant Wright, secretary, Eastern 
Implement Dealers’ Association, 
talked on successful promotion meth- 
ods which, he said, included a definite 
policy and plan for training clerks. 
Based on his observations of the suc- 
cess of such a plan, he urged all hard- 
ware merchants to carefully read 
their trade papers, and to have their 
clerks do the same, using material 





published as topics for store meeting 
discussions. 

In the course of his comments Mr. 
Wright expressed his regrets that the 
Capper-Kelly Bill, as passed by the 
House recently, had been robbed of 
all possible good for independent re- 
tailers. He pointed out the same 
weaknesses that were published in 
HARDWARE AGE on the subject and 
said the passing of this weakened bill 
once more called attention to the im- 
portance of business men watching 
legislation and voting carefully. 

The only speaker at the Friday 
session was W. T. Kelly, president, 
Pickett Hardware Co., Warren, Pa., 
who said the four basic principles of 
“Buying to Sell” were: 1. What to 
buy. 2. When to buy. 8. How much 
to buy. 4. Where to buy. He de- 
clared that from his own experiences 
customers’ purchases could be classi- 
fied into an equal number of groups, 
viz.: 1. Necessities. 2. Convenience 
goods. 3. Utility goods. 4. Impulse 
goods. On these points he based his 
talk on the subject, “Buying to Sell.” 
A more complete report on his talk 
will be published shortly in HaArp- 
WARE AGE. 

Although there was no discussion 
of the subject during the convention, 
a resolution was passed concerning 
the merchandising activities of pub- 
lic utilities and their practice of not 








segregating expenses of the merchan- 
dising and current load departments. 
The resolution urged activity to bring 
about this segregation of accounting 
which, it was said, would force the 
merchandising activities to pay their 
own way and be reflected in a lower 
power rate for the public. Other res- 
olutions covered approval of the Penn- 
sylvania “Garnishee Bill” pending in 
the State Legislature, and thanked 
those who had participated in the 
convention and exhibit. 

W. H. Blanning, Lykens, Pa., was 
elected president, succeeding Mr. 
Newcomer. Other officers selected 
were first vice-president, W. McK. 
Reber, Bloomsburg, Pa.; second vice- 
president, Frank P. Fifer, Philadel- 
phia, Pa.; third vice-president, Wil- 
liam T. Kelly, Warren, Pa., and 
fourth vice-president, Walter T. Mas- 
sey, Dover, Del. H. W. Sheeler, Red 
Lion, Pa.; C. A. Snyder, Asbury: 
Park, N. J., and James M. McCul- 
lough, Kittanning, Pa., were chosen 
as members of the executive commit- 
tee. W. Glenn Pearce continues as 
secretary-treasurer. 

For the ladies there were plenty of 
entertainment features during the 
day with dancing for all every night 
except Tuesday, when the exhibit was 
open until 10:30 p. m. The Pasha 
ball was held Wednesday and the an- 
nual frolic on Thursday night. 








ADIO dealers in Mason 
City, Iowa, cooperate 
each year in holding a 
radio show. The event 

is conducted under the sponsor- 

ship of the Retail Merchants Asso- 
ciation and has been the means of 
creating increased interest in radio 
in the vicinity of Mason City. 
Twelve stores which handle radio 
have exhibits at the show and each 
has a uniform display space and 
sign of standard- 
ized size and de- 
sign in front of its 
booth. The Currie- 


Nan Ness_ Hard- 
ware Co. is one of 
the firms which 


takes an active part 
in the show and has 
found the idea well 
worthwhile. 

The event is held 
for two days, usual- 
ly during the last 
of September, after 
radio manufactur- 
ers have brought out 
their new models 
for the winter radio 





Mason City Radio Dealers Hold Annual Joint Radio Show 


season. The expenses of partici- 
pating in the exhibit are deemed 
nominal, considering the number 
of prospects that are obtained, 
and the local interest it awakens. 
Each firm is usually assessed $25, 
which has been ample to advertise 
the show, rent a suitable room and 
cover other expenses in connection 
with it. 


Currie-Van Ness also have found 
it helpful to have a special booth 








displaying radio at the Fair. Most 
prospects are obtained through one 
of mediums mentioned, although a 
goodly portion of them signify 
their interest in purchasing a new 
receiver when they are in the store 
making other purchases. The store 
has devoted a small but adequate 
space in the-rear of the balcony to 
a room for radio sales and demon- 
strations. This room, which meas- 
ures about twelve feet square, has 
been draped on all 
sides with a heavy 
fabric which ex- 
cludes store noises. 
In selling new sets 
to persons already 
having an old set it 
is the policy of the 
store to install the 
“new set alongside of 
the old set in the 
home of the pros- 
pect for a compari- 
son test. The meth- 
od seldom fails to 
convince the pros- 
pect. 











Executive 
Changes, Meet- 
ings, Current 
Events in the 
Trade 











News ,..WeeK 





News of 
Manufacturers 
Jobbers and 
Retatlers 

















HARDWARE AGE FOR FEBRUARY 26, 1931 











F. B. WILLIAMS, JR., 1S 
DIEHL MFG. VICE-PRES. 

Frank B. Williams, Jr., sales 
manager of the Diehl Mfg. Co., 
electrical division of the Singer 
Mfg. Co., Elizabethport, N. J., 
was elected vice-president in 





F. B. WILLIAMS, JR. 


charge of sales at the last di- 
rector’s meeting of the Diehl 
company. Following his grad- 
uation from college in 1913, 
Mr. Williams started his career 
on the test floor of the Diehl 
organization, advancing in two 
years to the position of pro- 
duction manager. 

He left the Diehl company in 
1918 to become manager of 
power apparatus sales in the 
New York office of the West- 
ern Electric Co. Mr. Williams 
continued in this position with 
the Graybar Electric Co. after 
its separation from the West- 
ern Electric Co. in 1920. He 
remained with Graybar until 
1927, when he returned to Diehl 
as sales manager. In addition 
to his new duties as vice-presi- 
dent he continues to direct sales. 





JAMES MOIR DIES; WAS 
CORBIN REPRESENTATIVE 


James Moir, 60, representa- 
tive for the Corbin Cabinet 
Lock Co., New Britain, Conn., 
in New England, the Middle 
West and the Canadian prov- 
inces for the past 15 years, died 
at his home in Dorchester, 
Mass., of pneumonia. He was 
known to the members of the 
trade on whom he called as a 
man of fine character and genial 
disposition. 


‘WILL STUDY ELECTRICAL GOODS DISTRIBUTION 


| Trade Associations and Utilities Sponsor Broad Survey 


At a conference held in con- 
junction with the annual con- 
vention of the National Retail 
Dry Goods Association in New 
York City recently, and at- 
tended by representatives of 
that Association, the National 
Electric Light Association and 
the National Retail Hardware 
Association, it was decided to 
undertake a comprehensive sur- 
vey of electrical appliance mer- 
chandising. 

G. H. Paine, a specialist in 
distribution problems and for 
many years on the staff of the 
United States Chamber of 
Commerce, Washington, D. C., 
as assistant manager of the Do- 
mestic Distribution Depart- 
ment, has been engaged to take 
charge of this study into dis- 
tribution methods, as related to 
household electrical appliances. 


THOSE WHo ATTENDED 


Those present at the confer- 
ence were: D. F. Kelly, chair- 
man, president of The Fair, 
Chicago, and president of the 
National Retail Dry Goods As- 
sociation; R. J. Atkinson, past- 
president of the National Re- 
tail Hardware Association, 
Brooklyn, N. Y.; Harry F. 
Cappel, Cappel Furniture Co., 
Dayton, Ohio, past-president, 


National Retail Furniture As- 
sociation; A. Lincoln Filene, 
Wm. Filene’s Sons Co., Bos- 


ton; Lew Hahn, president, 
Hahn Department Store, Inc., 
New York, N. Y.; Alfred B. 
Koch, president of LaSalle & 
Koch, Toledo, Ohio; J. I. 
Straus, president of R. H. Macy 
& Co., New York, N. Y.; Chan- 
ning E. Sweitzer, managing di- 
rector, William A. Fitzgerald 
and Harold R. Young, of the 
National Retail Dry Goods As- 
sociation, New York, N. Y.; 


also Marshall E. Sampsell, 
president of Central Illinois 
Public Service Co. Chicago; 


Charles L. Edgar, president of 
Edison Electric Illuminating 
Co. of Boston; John F. Gil- 
christ, vice-president of Com- 
monwealth Edison Co., Chi- 





cago; C. E. Groesbeck, presi- 
dent of Electric Bond & Share 
Co., and W. R. Putnam, vice- 
president of the same company; 
J. F. Owens, vice-president and 
general manager of the Okla- 
homa Gas & Electric Co., Okla- 
homa City; M. S. Sloan, presi- 
dent of The New York Edison 
Co.; Paul S. Clapp, managing 
director, and C. E. Greenwood, 
commercial director of the Na- 
tional Electric Light Associa- 
tion. 

The conference opened with 
expressions of the view that 
the public interest is paramount, 
and that the deliberations and 
actions of the conference will 
be based upon this principle. 

An agreement was reached on 
the following general ideas: 

That the question is not 
raised at this time of the right 
of a public utility company to 
engage in merchandising of 
electrical appliances. That it 
is recognized that electric 
utility companies have a defi- 
nite responsibility to the pub- 
lic in developing, promoting 
and making known electrical 
appliances, the utilization ot 
which will add to the com- 
fort, convenience and _ profit 
of the consumer. 


Can 


That, although it is recog- 
nized that there exists in cer- 
tain local territories differences 
of opinion on merchandising 
practices, these relations can be 
worked out in an entirely sat- 
isfactory manner by surveys to 
determine facts and conferences 
between the parties interested 
which may result in establish- 
ment of recognized practices. 

That, although the National 
Committee can and will render 
much assistance, the accomplish- 
ment of the main objectives de- 
pends primarily for its success 
upon the efforts of those in the 
local communities. 

It is therefore strongly rec- 
ommended that in as many 


EsTABLISH PRACTICES 





throughout the United 
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local communities as possible | 
States | 








of Electrical Appliance Merchandising 


the business groups represented 
in this conference be encour- 
aged to confer with each other 
for a frank interchange of 
viewpoints and with the thought 
in mind of bringing about mer- 
chandising relations mutually 
satisfactory and in the public’s 
best interest. 

It is the view that this 
problem is one essentially of 
understanding and cooperation 
between business men approach- 
ing the question from the stand- 
point of public interest. 


OBJECTIVES OUTLINED 


The scope and purpose of the 
survey will be as follows: 

(a) To make a factual study 
of merchandising of 
household electrical ap- 
pliances, and of the poli- 
cies and practices now 
followed by the constit- 
uents represented in the 
conference in the promo- 
tion and sale of these ap- 
pliances. 

(b) To determine the prac- 
tices and areas of their 
application now followed 
in merchandising of elec- 
trical appliances which 
are causes of misunder- 
standing. 

(c) To endeavor to bring 
about full understanding 
of their respective view- 
points between those in- 
terested in merchandising 
of electrical appliances, 
to the end that the busi- 
ness interests of each 
may be properly pro- 
moted, but always predi- 
cated on recognition that 
the public interest 
paramount. 

(d) To determine those poli- 
cies and methods in elec- 
trical merchandising that 
have proved most sound 
and successful; and to 
make suggestions for im- 
provements in facilities 
to the public, and for 
stimulation of household 
uses of electricity gener- 
ally. 


is 
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APEX PURCHASES THE | business. The partners suc- 
WAYNE HOME EQUIPMENT | ceeded in 1881 to a hardware 


ELECTRIC REFRIGERATOR | business founded in 1854 by Mr. 
| Vincent’s father. Mr. Vincent 


The Apex Electrical Mfg. | succeeded the previous owner 
Co,, Cleveland, Ohio, has pur-| who had opened business in 
chased the entire electrical re-| 1845 in the original store of 


frigeration business of The! the DeWolf & Vincent firm. 
Wayne Home Equipment Co., | 
Fort Wayne, Ind., according to | 
C. G. Frantz, president of the | F. C. ENGLEHART HEADS 
Apex company. Early last Sep- KESTER SOLDER CO. 

tember it was announced that At a meeting of the board of 
the Apex company would enter 


the electric refrigeration field, | Co, Chicago, Ill., on Feb. 17, 
creating a new division to han-| [7 C, Englehart was elected 


dle the business. According to 
the company, an unusual vol- 
ume of business, resulting from 
the development of a new line 
of electric appliances, prevented 
the operation of the proposed 
unit. 
The Wayne refrigerator busi- 
ness was purchased outright, 
and the production of the pres- 
ent models will be continued in 
the four-story plant at Fort 
Wayne. Gustave A. Berghoff, 
president of the Wayne com- 
pany, together with his son, 
John A. Berghoff, vice-presi- 
dent and general manager, have 
been active in the operation of 
that organization for more than 
30 years, entering the field of 


president of the organization. 





electrical refrigeration seven 
years ago. 
Mr. Frantz has announced | F.C 


that the Apex organization will 
concentrate their production and 
sales efforts around this par- | 
ticular unit. He also stated that 
the entire dealer organization 
of the Fort Wayne company 
will remain intact, and that pro- 
duction will be materially in- 
creased, 


He has been the directing head 
of the company for 20 years, 
acting in the positions of gen- 
'eral manager and_ treasurer. | 
Under his guidance the com- 
pany has grown from a small 
organization to its present size 
with plants in Chicago, IIl., and 


Newark, N. J. 


J. A. Reitzel, formerly sales 

G. M. HEATH REPRESENTS | promotion manager, has been | 
W. W. CROSS & CO., INC. | elected as general sales man- | 
ager. Mr. Reitzel has had a | 


George M. Heath, who has | 
represented tack interests in 
New England for many years, 
is now the New England rep- 
resentative of W. W. Cross & 
Co., Inc., Brockton, “ass., 
tack makers since 1869. The 
company is now introducing the 


broad experience in sales and 
advertising, having occupied ex- | 
ecutive positions with the Port- | 
land Cement Association and | 
other well-known organizations. | 





HUBLER IS DIRECTOR, 





directors of the Kester Solder | 


| R. I, died Feb. 5. 
| the company in 1905 as audi- | 


| assistant secretary, and 10 years 


| street and a depth on another 


Springs, Fla., where he and 
Mrs. Francis had _ been 
about six weeks. Death 
due a hemorrhage of 
brain. 

At the time he sold out his 
interest in the Fitchburg com- 
pany, Mr. Francis was general 
manager and treasurer. 


was 


to the 





ALTORFER BROS. CO. 
OPENS PRAGUE OFFICE 


Silas H. Altorfer, president, 
Altorfer Bros. Co., Peoria, IIl., 
electrical appliance manufactur- 
ers, has announced the opening 


of new distribution headquar- 


ters for the ABC line at 
Prague, Czechoslovakia. The 
company will exhibit at the 


Leipzig fair next month with a 
display in charge of William E. 
Knight, London, England, ABC 
European general manager. 


JOHN A. CAVE DIES 


John A, 


assistant 
Sharpe 


Cave, secretary and 

treasurer, Brown & 
Mig. Co., Providence, 
He entered 
tor. In 1914 he was elected 
later became secretary and as- 
sistant treasurer. 


L. H. KURTZ CO. HAS 
EXPANSION PROGRAM 


In line with its 1931 expan- 





sion plans, L. H. Kurtz Co., 
Des Moines, Iowa, wholesale 
distributors, the company is | 
erecting this year a modern | 


fireproof building on a site hav- 
ing a depth of 88 ft. on one 


of 


is 


132 ft. When the building 
erected the company will 
house its entire organization in 
one building. 


|S. 
| George J. Bridgham; treasurer, 
| Everett L. Park, and assistant 
| treasurer, Haven W. Goodwin, 
| who 


Mass., acquired control and 


for | management of the Duncan & 


Goodell Co. hardware store in 
| that city on Feb. 11. Mr. Bel- 
| lis will be general manager, 
while Mr. Tattersall will have 
direct charge of sales, and will 
| both devote their entire time 
/to the business. The store will 

now carry a line of lower 
priced merchandise, supplement- 
| ing the former policy of higher 
priced goods. 

The former board of direc- 
tors remains unchanged, ex- 
| cept that Messrs. Tattersall and 
| Bellis have been made members. 
| Officers are: President, Herbert 
Ramsdell; vice-president, 





are also directors. Mr. 


| Bellis was previously president 
| 


| and manager of a gasoline sta- 


tion chain, with Mr. Tattersall 
as secretary and treasurer. Pre- 
vious to their affiliations with 
the gasoline business Mr. Tat- 
tersall had been in retail mer- 
chandising work, while Mr. 
Bellis had been in the oil busi- 
ness. 

The original firm was founded 
in 1825 by Caleb Newcomb, 
who sold it to Calvin Foster 
in 1850. In 1853 the firm be- 
came Calvin Foster & Co., with 
David Whitcomb a _ partner. 
The business made several 
moves and changed its name 
several times, becoming incor- 
porated under its present name 
in 1887. The present board 
was elected in 1929. 


STEAMBOAT INSPECTION 


| SERVICE APPROVES THE 
RED STAR EXTINGUISHER 


The General Mfg. Co., St. 


At present the | Louis, Mo., has announced that 


organization occupies a_ three- | the Steamboat Inspection Ser- 


story building on Walnut St. 
and two buildings on Third St. 

When the plan was recently 
announced three veteran em- | 


| ployees became stockholders in | 
| the 
| Gimar, credit manager, John J. 


firm. They are: C. H. 








vice approved its Red Star ex- 
tinguisher on Jan. 20. 


MAYDWELL & HARTZELL 
OPEN SEATTLE BRANCH 


Cross sterilized tack, attractive-| QHMER FARE REGISTER Wieland. maenimer ‘hardware Maydwell & Hartzell, Inc., 
ly packaged for the hardware At the annual stockholders’ | department and B. Waldt, man- San Francisco, Cal., manu fac- 
trade. | meeting of Ohmer Fare Regis- ager of the plumbing depart- | ttrers representatives, has 
‘Sots ter Co., Dayton, Ohio, Col. ment. The Kurtz company was opened <i branch office at 

DEWOLF & VINCENT IN | Robert L. Hubler, Dayton, | established in 1866, beginning pence gang pee 
BUSINESS FIFTY YEARS Ohio, was elected to the board business on the same block it . md : ; te aciic 
of directors. He is general | is now located on. The three | Prthwest territory. The com- 

DeWolf & Vincent, New Bed- | sales manager of the company. | new stockholders have been | Pay which was formed es 
ford, Mass., hardware retailer, | Other directors of the company | with the company as follows: | 192 also has a branch in Los 
will celebrate its fiftieth anni- | were reelected. Mr. Waldt, 32 years: Mr. Wei- | Angeles, Cal. _ Charles A. 
versary on March 21. Mark T. ‘land, 28 years: and Mr. Gimar, | Maydwell, president of the 
Vincent, one of the original | . 16 veers. | company, recently celebrated 
partners, is still active in the S. J. FRANCIS PASSES eee | his fortieth year as a_ mill 
organization. Alfred W. De- Sidney J. Francis, 68, for 30 TATTERSALL. BELLIS | representative. The Seattle 
Wolf, his partner at the form-| years identified with and until . | branch will be confined en- 


ing of the firm, retired in 1920 


|a few years ago a member of 


and is now dead. Ward De- | the Iver Johnson Sporting 
Wolf, his son, continues with | Goods Co., Fitchburg, Mass., 
Mr. Vincent to carry on the! died Feb. 15, at Altamonte | | 








ASSUME CONTROL OF 
DUNCAN & GOODELL 


Frank C. Bellis and Albert 
Tattersall, Worcester, 


> 
A. 








tirely to the electrical and auto- 
| motive lines. 


H. H. Manny will have 


charge of the Seattle branch. 
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| 


offered to assist middle western | 
dealers in the solution of mer- | 
chandising problems, etc. The | 
company maintains branches at | 
Plymouth for serving the New 


CAULEY, CHICAGO MGR., 
FOR DRAPER-MAYNARD 


The Draper-Maynard Co., 
Plymouth, N. H., athletic equip- 
ment manufacturers, have 
opened a middle western ware- 
house branch at 1403 W. Con- 
gress St. Chicago, Ill, in 
charge of J. E. Cauley. An 
entire floor in a modern, fire- 
proof building has been equipped 
to carry a complete stock of 
D-M products, making it pos- 
sible to fill orders the day they 
are received. The new branch 
was opened at the time of the 
sporting goods show, at which 
time the annual Draper-May- 
nard sales convention was held, 
in the new quarters. 

Mr. Cauley is assisted at the 
new branch by Mr. Landy. The 
entire facilities of the new Chi- 
cago branch and its staff are 








J. E. CAULEY 





Patent Novelty Co. 
Dust Pan Display 


an ey eh 
( (AN Vk 


Patent Novelty Co., 
Fulton, Ill., offers this 
rack to dealers order- 
ing an assorted gross 
of Polly Prim, Patsy 
Prim and ordinary han- 
dled Fulton dust pans. 
The display rack is of- 
fered to enable deal- 
ers to show the line, 
without occupying too 
much space for the 
value of the merchan- 
dise, and to prevent 
the dust pans from be- 
ing marred and made 
otherwise —_unsalable. 
The Fulton line, ac- 
cording to the maker, 
offers a pattern, price 
and finish in dust pan 
lines to suit every 
purse and taste, from 
25c. to $1.50 each. 
The Polly Prim line 
has a long wooden 
handle of carpet 
sweeper type and is of 
full 26 gage steel construction. 
and 13 inch tempered steel edge. Corners are wire reinforced. It is 
available in Satin black finish and any of four standard colors, with 
handle to match. Patsy Prim line is a long handled dust pan, with 
wire handle. No. 707 finished in blue or green, has 29 inch handle, 
while No. 77 finished in black enamel with coppered wire handle, 
26 inches from floor. 














This model has dust and dirt retainer 


yy, 


reaches 26 


Myers Power Sprayers 


Myers Du-All duplex power spray rigs have self-oiling pumps. Capacity 
is 8 to 12 gallons per minute. Overall length is 7 ft. 2 inches, tank is 
of cypress, carried on heavy cast iron brackets above axle and agitator 
is rotary type. driven by malleable chain from pinion shaft on pump 
Clearance is 2] inches from ground. List prices are as follows: No 
790 with all steel castor truck, 150 gallon tank and No. 700 duplex 
self-oiling spray pump, chain driven with 4 hp. engine, $532.00; No 
791, same as No. 790, but with 200 gallon tank, $542.00, and Myer 
hydraulic tank filler, complete with 20 ft. of 2 inch suction hi 
and hose band, $28.50 extra. Wheels are adjustable to suit width 
rows. The F. E. Myers & Bro. Co, Ashland, Ohio, makes the at 
mentioned mode! as wel! as the Myers Du-All quad. power ayer 
It has self-oiling pump and may be used to spray orchards and rowed 
or field crops, etc. Included in the equipment is pump, with unload 


se. strainer 


of 


Ove 





spr 


| ruary, Wallace L. Hancock was 


| Muskogee, Okla, under control 





England district, New York | of I. M. Griffin. The company 
City, and at Sutton, Que., for | has bought the Benton County 
handling the Canadian trade.| Hardware Co., including the 
Its new branch was made nec-| D. & H. Department Stores 
| essary to handle the steadily in- | at Westville, Okla., Siloam 
creased volume of business. Springs, Bentonville, Rogers, 

- Springdale and Fayetteville, 





Ark., and warehouses at Rog- 
ers and Muskogee, Okla. 


HANCOCK A DIRECTOR 
OF TRIMONT MFG. CO. 


At the annual meeting of the 
Trimont Mfg. Co., held in Feb- 


FRY--NEVIUS-CLARKE 

HAVE NEW OFFICES 

Fry-Nevius-Clarke, Inc., Chi- 
cago, Ill., manufacturers’ repre- 
sentatives, have moved their 
offices from 30 W. Washington 
Street to Room 1419-A, Mer- 
chandise Mart. The three part- 


elected a member of the board 
of directors. Mr. Hancock has 
had over 20 years’ association 
with the Trimont Mfg. Co. and | 
at the present time is treasurer. 








WESTERN HDW. ACQUIRES | ners, Ira B. Fry, V. S. Nevius 
BENTON COUNTY HDW. | and L. V. Clarke, were former- 
co. ly of the Coonley Mfg. Co. 





The firm handles household and 
related products in the mid- 
western section of the country. 


4 


The Western Hardware 
Corp. has been established at 


ing pressure control valve, pressure gage, rotary agitator, Myers 6 row 
spray boom with 18 nozzles, fine gauze screen in tank opening and 
double tree and neck yoke, as shown. To use as orchard sprayer, boom 
is removed. No. 1093, with 200 gallon cypress tank, 6 row boom and 
8 hp. engine lists at $78000. No. 1095, same as No. 1093, except for 











boom, which is 8 row model with 24 nozzles, lists at $795.00. For 
orchard spraying, Myers No. | spray gun with 50 feet of spray hose 
and fittings lists at $24.50 extra, while vine lifter lists at $17.50 extra. 
No. 155 Myers hydraulic tank filler with 20 ft. of 2 inch suction hose, 
strainer and hose band, lists at $31.00 extra 


Wilder’s Lion 
Half Soles 


Wilder G Co. 1038 
Crosby Street, Chicago. 
Ill, offers this display 
cabinet to dealers. Cab- 
inet contains 4 doz. 
pairs of half soles, one 
dozen each to sell at 
the following suggested 
prices’ 15e:) 206. 25c. 
and 30c. and one package 
of Lion strips. Gross 
weight 1s about 25 Ib. Dealer cost of cabinet assortment is $11.50. Total 
retail value is $16.50. Cabinet illustrated is the “‘Junior’’ Lion cabinet 
Lion display cabinet contains 5 doz. pairs half scies and 2 packages 
Lion strips, having the same price range as the junior but including a 


35¢ Gross weight is about 35 lb. Dealer cost is $18.2 












PROMPT REPAIR MEANS DOUBLE WEAR 
WILDER & COMPANY CHICAGO 








size 
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Coleman Camp 
Stove Models 





Two new and improved 
models of the Coleman 
camp stove; Nos. 2E and 
SE of the instant light- 
ing type are offered by 
The Coleman Lamp & 
Stove Co., Wichita, Kan. 
The maker states that 
neither of these stoves 
requires any kind of 
generating. Other fea- 
tures are larger fuel 
tank, larger wind-proof, 
cast-iron burners, one or both of which may be used at the same time. 
Tank and generator in single unit construction fit inside stove cabinet 

r carrying. Finish is maroon-brown, heat resisiting type. No 2E in 
addition to the new features has the Coleman built-in features; oven, 
jrum heater, warming cabinet, wind baffles and pump. Model No. 9E 
jiffers only in that it does not have the built-in oven. List prices on 
the 2E and 9E are respectively $12.50 and $9.00. Dealer cost is re- 

ctively $8.50 and $6.25 





Tip-Top Corn Popper 


Tip Top electric corn popper 
No. 302 pops and butters the 
corn at the same time. It is 
equipped with a glass top, en- 
abling the operator to see when 
the corn is popped. Popper is 
finished in chromium plate and 
is equipped with side handles 
and handy arrangement for 
cleaning. Bersted Mfg. Co., 
1496 Merchandise Mart, Chi- 
cago, Ill., makes this appliance 
Suggested retail selling price is 
$5.95. Dealer cost is $3.50 


Luther Jiffy 
Household Sharpener 


Jiffy Household sharpener 
is easily used for sharpen- 
ing kitchen knives, shears 


and various home edge 
tools. Grinding wheel 
operates at a good speed. 
The sharpener may be 
clamped on the kitchen 
table or kitchen cabinet 
or may be mounted on the 
wall. Internal gear drive 
has only one pinion or 
moving part. Wheel is in 
two units, one having a 
raised section used for 
chisels and similar flat 
tools. Inside corner may 
be utilized for pointed 
tools, ice picks, awls, etc. 
allows even contact the full life of the wheel, says: the maker 


Groove between the two wheel sections 
The 


sharpener is offered in attractive display carton, which has full oper- 
ating instructions and illustrations. Complete weight is 134 Ibs., in- 
cluding wheels, table clamp, shear guide and wall bracket with screws. 
The Jiffy sharpener is manufactured by the Luther Grinder & Tool Co., 
Inc., 285 S. Water St., Milwaukee, Wis. The same company offers the 
No. 7 assortment, including one No. 4 Milwaukee grinder, listing at 
$2.20, free of charge. The other grinders are: 1 No.'24 Standard 4 x 1” 
wheel, weight 5% Ibs., list $3.10, 2 No. 25 Standard 5 x 1” wheel, 
weight 8 Ibs., list $3.80, 2 No. 26 Standard 6 x 1” wheel, weight 
11 Ibs., list $5.10 and 1 No. 27 Standard 7 x 1” wheel, weight 13 Ibs., 
list $6.20. Dealer cost for assortment is $18.97, including new display 
stand for one grinder and | easel display card. 


Doric Model Magic Chef Range 


The Doric model Magic Chef gas range is designed for the small 
kitchen. {t is porcelain enameled outside and has porcelain enamel 
linings. Finish is old ivory with greenscrackled enamel trim. !t meas- 
ures 4234 x 4] x 234 inches, including extreme depth and shelf. Baking 


oven is 14 x 16 x 18 inches; broiler is 8 x 16 x 18 inches and utensil 
compartment is 9% x 16 x 19 inches. Model 700, which is illustrated 
has right hand oven, and is equipped with heat regulator. It lists at 
$74.75, except in extreme southeast, Rocky Mt. region and beyond 
Model 70] also has right hand oven but no regulator. No. 750 has 
left hand oven and heat regulator, while No. 751 has left hand oven but 
no heat regulator. No. 752 has left hand oven and heat regulator. It is 
insulated. No. 702 is also insulated, and has heat regulator. The 
maker is American Stove Co., New York City, Philadelphia, Pa., Atlanta, 
Ga., Cleveland, Ohio, Chicago, III., St. Louis, Mo., and San Francisco, 
Calif. 


4 


Ward Hydro-Flue 


The Hydro-Flue is a gas 

range flue pipe for 

which no chimney con- 

nection is necesary. Top 

is cone shaped with large 

opéning at top and small 

opening at bottom. The 

cone acts as the top 

cover for the flue and 

sets down into the in- 

side container, which is 

two-thirds filled with 

water. Fumes striking 

the inside of top cone 

are forced down into the 

inside container, then 

passing through water 

and out through the bottom of the cone. This brings the fumes upward 
in the natural direction. When fumes make the downward fall, the 
grease remains in the bottom of the container and inside the top of the 
cone. Fumes are washed by water action and are then released into 
the open space or room, free from objectionable odors from the baking 
oven. Inside cone should be filled two-thirds full of water. Hydro- 
Flue lists at $2.00 each. It is available in aluminum, green, ivory, grey, 
black or white. Height is 6% inches. Weight is 10 ounces. Ward 
Mfg. Co., Griswold Bldg., Detroit, Mich. is the maker. 
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Armstrong Cooling 
Cutting Oil 


Armstrong Mfg. Co., Bridgeport, Conn., offers 
Armstrong cooling cutting oil for use in cut- 
ting clean pipe threads. This oil is used to 
absorb and carry away heat which is generated 
at the point of the cut, as heat which is not 
rapidly removed causes the cutting instrument 
to lose its temper. The viscosity of the oil is 
high and the absorption of heat is said by the 
maker to be instantaneous. If dies are right 
the use of Armstrong cooling cutting oil 
eliminates dope and wicking, says the maker. 
Plenty of oil should be used when cutting 
and when starting. A hand book on the sub- 
ject of the use of the oil is available free of 
cost. Suggested retail prices are: | gallon, in easy pouring can, $1.50 
per gallon; 5 gallons, in easy pouring can, $1.25 per gallon; 30 gallons, 
in substantial drum, $1.10 per gallon, and 50 gallons in substantial drum, 
$1.00 per gallon. One gallon cans are packed six cans to a case, while 
five gallon cans are packed one or two cans to a case. 

















Everhot Kitchenette Grill 


The Everhot Kitchen- 
ette Grill is a compact 
table cooking appliance 
with a wide range of 
uses. It boils, broils, 
fries and will toast 
eight slices of bread at 
a time. Although not 
primarily intended for 
baking, that form of 
cooking may be done 
in the broiler drawer. 
The unit is attractively 
and practically de- 
signed, and is sturdily 
built throughout. 
Splasher back is chrominum plated. Body may be had in either chromium 
or blue steel. Equipment includes a seamless aluminum pan and wire 
rack in the broiler drawer and a heavy aluminum griddle. The two 
styles made for ordinary home -current draw 1100 watts at 110 volts 
For heavy duty the grills are available in a model which draws 1760 
watts at 110 volts. The Swartzbaugh Mfg. Co., Toledo, Ohio, makes 
this grille. Model 535, fully chromium plated, lists at $19.50, while 

540 blue stee! model lists at $16.50. 


Eclipse 1931 Line 
Power Lawn Mowers 








By the addition of two 
new models of power 
lawn mowers, the Eclipse 
Machine Co., Prophets- 
town, Ill, gives its deal- 
ers three power models 
The line now includes a 
20-in. mower for the 
average large lawn, a 21- 
in. heavy duty motor for 
heavy hilly mowing, for 
parks, cemeteries, etc., 
and the 25-in. model for 
extra large estates and 
acreages. According to 
the company, the new 
models are offered to help dealers go after a market which is increas- 
ing steadily, a market for a profitable line. As the mowers are of qual- 
ity construction, dealers are advised to stock them for demonstration 
rather than to sell them from a catalogue, says the maker. 


Chicago High Speed 
Roller Skate Oil 


An oil for use on roller skates and light machinery has recently been 
placed on the market by the Chicago Roller Skate Co., 4406 West 
Lake St., Chicago, Ill. It is said to be most effective for sewing ma- 
chines, vacuum cleaners, electric washers, typewriters, guns, musical 
instruments, swivel chairs, casters, locks, etc. The maker states that 


it retains its lubricating powers for an unusual length of time and will 
not gum. It may also be used for cleaning and polishing furniture. 
A few drops on a damp cheesecloth applied to furniture are said to 
be capable of bringing out the grain of the wood and imparting a 
rich luster. Suggested retail selling price is 20 cents for 2-oz. can. 
Discount is 33 1/3 per cent in dozen lots or 40 per cent in gross lots. 


Simplex Bin Section 


fn 













Simplex Tool Co., Woonsocket, R. |., offers this bin section in four 
sizes, each 37 in. wide. No. 1S is 12 x 4 in. with 6 bins in a section, 
bins measuring 6 in. in width. Other sizes are 2S, 3S and 4S, measur- 
ing respectively 15 x 54%, 18% x 6% and 20 x 9¥% in. yeah 
aS contain the fo lowing number and sizes of bins: 5 bins 7) 

- 4 bins, 9 in., and 3 bins, 12 in. in width. Tt tions are rug- 
“— constructed < Hf hea wy gage metal, except for t op bands, which 





are of either 3/32 or % in. Sections are designed for use like sec- 
tional bookcases, each section nesting deeply into the one below it 


Base shown is separate from the section itself and a top is furnished t 





section 


serve as a counter. Finish is of green lacquer. Dealer cost per 
respectively $4, $5, $6, and $7.50 each, while the respec tive base costs 
are $2, $2.50, $3 and $3.75. Dealer discount is 10 per 33 nt on order 
amounting to more than $100. Bins may be used for keeping small 
parts, nuts, bolts, etc. 


Victor R-14 and 
R-34 Radios 


The Victor R-14 radio 
is identical in operation 
to the popular R-15, to- 
gether with the added 
feature of the Victor 
tone control. It is a 
four circuit screen grid 
radio. This model mea- 
sures 38 in. high, 20% 
in. wide and 13 in. deep 
Other features of this 
receiver are illuminated 
circular tuning diai, su- 
perdynamic corrugated 
tone loud speaker, and 
vertical mounting of its 


condensers, permitting 
increased compactness 
Cabinet is finished in 


walnut and is designed 
in English manner. Front 
panel has highly attrac- 
tive grille. List price is 
$91.50, including Radio- 
tron tubes. Model R-34, 
offered by the same 
company, RCA-Victor 
0., Inc., Camden, N. J., 
is of five circuit micro- 
synchronous circuit, list- 
ing at $121, with Radio- 
trons. This model has 
superdynamic corrugated cone loud speaker, full vision tuning dial, in- 
cluding the micro-exact “hairline station finder,” and handsome walnut 
finished cabinet designed in the popular 18th century English style, 
measuring 41% x 255% x 152 in. deep. There are eight tubes em- 
ployed by this model. 
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General Motors Battery 
Radio Set for Rural Sections 


A battery set, designed to operate 
an average of three hours daily for 
one year, without recharging or re- 
placing batteries, has just been an- 
nounced by the General Motors 
Radio Corp., Dayton, Ohio. It is 
the Pioneer model, priced to sell 
for the suggested price of $136.00, 
including batteries and tubes. The 
set uses two volt tubes and battery 
and is said to give the same stand- 
ard of performance on the farm 
that is enjoyed with the a.c. re- 
ceiver in the city homes. Cabinet 
is of Hepplewhite Lowboy type and 
is completely self-contained. The 
tone selector is of the type used 
in the General Motors radio line. 
Battery is the air cell “A” battery 
developed by National Carbon Co., 
and new type tube offered by several companies. Battery is of such 
construction that it may remain in stock for a long period without 
deteriorating. There are three stages of audio frequency tubes, screen 
grid power detector, one intermediate audio amplifier and two pcwer 
tubes in push pull combination in the output. Chassis is entirely shielded 
Speaker is of powerful magnetic type, capable of handling large volume 
output. Station indicator and tone selector indicator are of the strip 
type. Panel is illuminated by two six-inch dry cells in series, inde- 
pendent of the operation of the set 





Model 60 Winchester 
Single Shot Rifle 


Model 60 Winchester 22 single shot rifle, listing at $4.95, is offered 
by the Winchester Repeating Arms Co., New Haven, Conn. The maker 
states that it 1s a high grade and very accurate .22, which will safely 
handle .22 short, .22 long and .22 long rifle rim fire cartridges. It is 
a take-down, 381% in. over all, 26% in. long when taken apart for 
cleaning, and will handle the above-mentioned type cartridges, inter- 
changeably and without adjustment. Barrel! is 23 in. long, fitted with 








a genuine Lyman gold bead front sight and an open sporting rear sight 
with sliding elevator for long range shooting. Rifle has military style 
bolt action with a handle extending downward and rearward, putting 
it in proper position for quick reloading. Among the safety features 
are firing pin that never comes in contact with the head of the car- 
tridge until the trigger is pulled. After the pin strikes the cartridge 
it rebounds into its half-cock or safety position. Mechanism is so ar- 
ranged that the rifle cannot be fired until the bolt handle is down in 
its fully closed position, and the firing pin cannot touch the cartridge 
until the trigger is pulled. Bolt cannot be unlocked when the rifle 
is cocked. Breech block is fitted to the breech of the barrel in such 
a manner that cartridges are strongly supported in the chamber while 
being fired and so that dangerous blow backs will not occur. Each 
Model 60 is Winchester proof tested to make doubly sure that the 
rifle is thoroughly safe and sound 


Westinghouse 
Columaire Radio 


The Westinghouse Columaire is a novel radio receiving set in a slim 
vertical cabinet, which also includes a Westinghouse electric clock 
The clock has an auxiliary device known as the automatic control, which 
enables the user to determine the accuracy of the clock regardless of 
current interruptions within certain total limits. The cabinet, which is 


59 in. high, occupies a floor area of 10 x 12 in., being particularly 
adapted to the small apartment. Although of no particular period, it 
is inclined toward the modern trend. Speaker grill is placed vertically 
so that it is directed upward through the top of the cabinet, thereby 
providing a 5-ft. column of air under the speaker, from which the name 
of the set is taken. Above and within the speaker is a scientifically 





designed plug, whch results in better performance of the speaker and 
eliminates any effect due to ceiling height, says the maker. Back of 
set is closed except for openings introduced to enable the speaker 
to reproduce with greater accuracy the original broadcast. Controls 
and dials are flush mounted on the sides of the instrument and are 
readily usable from standing or sitting position. Circuit is of 9 tube, 
screen superheterodyne type, with tone control. Westinghouse Electric 
& Mfg. Co., E. Pittsburgh, Pa. is the maker. List prices are: WR-8, 


$169.50, WR-8R (with remote control), $23 


Seymour Smith 
Golf Club Line 


For popular miniature golf games, in- 
doors and outdoors, Seymour Smith & Son 
Inc., Oakville, Conn., makes a line of golf _ 
clubs.s Steel shaft putters are offered in 
two models, No: 101, right hand, and 
No. 201 double faced, right or left. Both 
steel shaft models are of rust-proof chrome 
finish, fitted with genuine wound leather 
grips, rust-proof end cap and thread wind- 
ing. Hickory shaft putters are offered in 
No. 100, right hand, and No. 200, double 
faced. Heads are of forged steel, with 
rust-proof chrome finish. Shafts are of 
varnished selected white hickory shafts, 
fitted with genuine leather wound grips, 
rust-proof end cap and thread winding 
Putters list at $1.30 each. Clubs with 
unbreakable heads, hickory shafts and 
nickel or chrome finish are offered in 
mashie and putter type, 38 and 34 in. 
long, respectively. Right-hand clubs are 
as follows: No. 50 putter or mashie, 8-oz. 
head, nickel, list 65 cents; No. 85 putter, 
10-0z. heed, nickel, list 75 cents, and 
No. 95 putter, 10-oz head, chrome, lists at 85 cents. Double-faced 
putters, No. 185 and No. 195, with 10-oz. heads, in nickel and chrome, 
listing respectively at 75 cents and 85 cents each. Junior clubs are 
No. 25 and No. 15, in either putter or mashie type, list at 35 cents 
and 25 cents respectively. No. 25 has bright nickeled unbreakable 
malleable iron heads, hard wood, varnished shaft with rubber grip and 
nickel end cap. Length is 29 in. No. 15 is the same as No. 25, with 
satin nickel finish, natural wood shaft and black enamel grip. 
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Pike Wheel 


Assortment 
Display 
Pike Mfg. Co., Pike, 


N. H., offers dealers this 
display rack with assort- 
ment “CG,” including 38 
grinding wheels and 76 
sets of steel bushings 
Wheels are supplied in 
two grades. Dealer cost 
of assortment is $39.00 
Stock of wheels is 
easily accessible from 
front or rear. Wheels are 
prominently displayed 
and plainly marked. They 
can be removed or re- 
placed with little effort. 
Patented steel bushings, 
supplied with each as- 
sortment, are die stamped 
and fit accurately into 
standard | inch lead 
bushed holes. 
held on a split steel ring 
side of the wheel 








Arbor sizes are plainly marked on bush 
Each set consists of two par 





Glynn-Johnson 
Invisible Latch 


The “Invisible Latch’ 
put on the market by Glynn-!ohn- 
son Corp., La Porte, Ind. This neat 
and compact device gives quick, 
lively action, and is so designed that 
it may be fitted to ail types of 
secret doors and panels It fea- 
tures an adjusting screw, back of 
the pusher or plunger, which can 
be regulated according to the 
weight of the panel or door. Wall 


Nas recently 


space that has not been utilized heretofore can now be made to provide 
more closet or compartment space, without showing any hardware t 


mar the appearance of the panel. 
left or right hand, top or bottom 


is supplied with each latch to assure accurate installation 


It is made of cast brass and temple 
La 


Latch will operate in any position 
late 
3tch | 


absolutely jam proof, having cnly two moving parts and is not affected 
by shrinkage or swelling of doors or panels so long as the door can be 


opened or shut, states the maker. 
push will release the latch. 


A light push locks it, a slightly harder 
Type A, lists at $2.50 each, while type B 


lists at $3.50. Dealer discount on both models is 40 per cent 


Robbins & Myers 
Koolite Fixture 


Robbins G Myers, Inc., 
field, Ohio, have ann 
this combination fan and | 
ing fixture, for ceiling mount- 
ing, known as ‘“Koolite.” It 
is designed for installation in 
homes Koolite, 
which measures about 114 x 
17 inches: overall, with globe, 
gives semi-direct illumination 
and a constant air circulation 
in rooms of more than average 
size. Ornamental design serves 
to improve the appearance of 
the fan.and to diffuse the air 
over a large area immediately 
it leaves the blades; thus pre- 
venting direct breeze without 
hampering air movement. Im- 
proved wool yarn lubrication 






and offices 





system insures dependable, trouble-free operation with minimum amount 
of attention, states the maker. Standard finish is lustrous bronze, though 
special harmonizing finishes are available in large installations. Koolite 
is built in 110 volt, 60 cycle and 110 volt D.C. models listing at $20.00 
and in 110 volt 25 cycle model listing at $21.50. Prices do not include 
glassware. 

and fan control, safety type globe holder for any 
and one wired light socket 


Regular equipment consists of pull cords, switches for light 
standard 4 inch globe 


6 


SuperMatic No. 855 
Automatic Flatiron 


SuperMatic automatic flatiron No. 855 has 
a fast make-and-break device which elimi- 
nates the arcing found in all slow make- 
and-break irons, says the maker. This iron 
has regulating lever of bakelite, permitting 
adjustment to any degree of heat, which 
is automatically maintained thereafter 
Iron has an extra wide heat range. Con 
tact points are of large, genuine silver 
High heat thermostatic metal of recent development, stream line design 
with tapered point and beveled edge and heavy rigid heelrest and plug- 
guard are features of this iron. Cool grip handle beautifully finished in 
rosewood, heavy, full length silk heater cord with bakelite plugs to match 
are other features. Iron operates at 550 watts and weighs 612 Ibs. Six 
irons are packed in shipping carton, weighing 45 Ibs. Nickel model lists 
at $5.75, while chrome finished type lists at $6.50. Superior Electric 
Products Corp., St. Louis, Mo., is the maker 





Burgess Lanterns 


Electric lantern UL24 is a utility model made 
of heavy gauge steel and lacquered red. 
Chromium reflectors will not corrode. Switch 
is self cleaning, weather proof type. Lantern 
is illuminated with 4 standard No. 2 Uni-cells 
and No. 26 Mazda !amp. Base has extra 
lamp receptacle. Weight with battery is 31 
ounces. Height is 1034 inches. GL general 
purpose lantern has body of polished heavy 
panelled aluminum with f attan heavy 







Idin 





handle. Switch is of easily operated type. 
Construction is weather proof. Lantern is 
illuminated with No. 1842 lantern battery, 
which will give over 100 hours service. Lamp 
is No. 26 Mazda type. Weight with battery 
is 2 lbs., 6 ounces. Height is 10% inches. 


No. GL 25 has new heavy-duty metal-shell lantern battery 


Battery Co., 111 W. Monroe St., Chicago, III., makes these models. 
spective suggested retail selling prices are: $2.50 and $3 
ies. Respective dealer costs are, without batteries, $1 


Burgess 


Re- 


$3.00 less batter- 
2 and $1.95 


Universal Electric 
Fruit Juice Extractor 


No. E740 measures 12% inches 
overall and is equipped with alumi 
num bowl, ridged core and strainer, 
white porcelain enameled cast base 
and rubber feet to prevent marring 
polished surfaces. It is equipped 
with 6 ft. rubber covered connect- 
ing cord. Weight in single carton 
is 9 Ibs. Large or small receiving 
vessel may be used. The machine 
scrapes rinds dry of fruit juice and 
Strainer in bottom of hopper bow! 
separates course pulp from the 
juice. Mechanism is of simple type, 
with hardened ball bearing to take 
up strain of core. Motor has ample 
power, controlled by toggle switch 
Transmission require no oiling. It 
is packed in white vaseline, no oiling. Composition gear and oilless bear- 
ings are used in this machine. Landers, Frary & Clark, New Britain, 
Conn., is the maker. 
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NEWS or tHe WEEK 


More Cheerful Tone Is Noted 
In Iron and Steel Industry 


A more cheerful tone prevails in 
the iron and steel industry, both be- 
cause of further slight expansion in 
business and more definite promise of 
larger and more diversified demands 
with the coming of open weather. 

Favorable developments of the week 
include a spurt in steel buying by the 
automobile industry, greater tin plate 
production, more liberal rail and 
track accessory specifications, the re- 
lease of pipe line tonnage held up by 
cold weather, an impressive upturn in 
sheet orders and a better tone in the 
wire trade following rather general 
rains in drought affected agricultural 
areas. 

Conservatism is no doubt holding 
back the placing of structural steel 
work and has checked expansion of 
farm equipment production; yet nu- 
merous miscellaneous steel-consuming 
lines are showing steady, if slow, im- 
provement. Highway programs, un- 
der way or contemplated, are stimu- 
lating demand for concrete bars and 
are giving impetus to the operations 
of culvert makers and road machin- 
ery manufacturers. Makers of down- 
spouts, gutters and other sheet steel 
building products are taking more 
steel, and heavier orders are coming 
from producers of stoves, office equip- 
ment and washing machines. Re- 
leases of sheets, a widely used mate- 
rial in the metal-working industry, 
have shown the first definite upturn 
in more than a month, the specifica- 
tions of the leading producer being 
the heaviest for any week this year. 


Bank Clearings Show Decline 
In Week Ended February 12 


Bank clearings in the United States 
for the five days ended Thursday, 
Feb. 12, as reported to Bradstreet’s 
Journal, aggregated $6,592,707,000, 
as against $8,534,020,000 last week, a 
full week and $8,646,601,000 in this 
week last year, also a short week. 
There is here shown a decrease of 


Hardware Demand 
Has Spotty Character 


New York, Feb. 25.—With the 
close of the current month, the nor- 
mally dull period in the hardware 
trade will be in the background 
and increased activity can be ex- 
pected to shortly usher in the spring 
season. While the current early 
movement of spring merchandise 
has been retarded by unfavorable 
conditions in some sections, indi- 
cations point to a movement of 
goods which will compare favorably 
with a year ago. 

Mild improvement has registered 
in Pittsburgh, New York and Cin- 
cinnati. Trade has held its own in 
Chicago, Memphis, Boston and the 
Twin Cities. Agricultural condi- 
tions in the Atlanta Territory have 
exerted an unfavorable influence on 
the demand. 

The trade, as a rule, concurs in 
the opinion that sentiment is more 
optimistic than for some time. 
While improvement thus far has 
been slight it has been predicted 
that recovery will take place gradu- 
ally and upon a firm foundation. 

Keen competitive situations, aris- 
ing between manufacturers of cer- 
tain staple lines have resulted in 
somewhat easier prices. As a whole, 
however, quotations are being fair- 
ly well maintained. Few revisions 
of consequence have recently be- 
come effective and no _ drastic 
changes appear likely. 

Collections are slower than usual, 
but the credit situation is charac- 
terized as being saisfactory in view 
of exsting conditions. 





22.7 per cent from last week and of 
23.7 per cent from the like week of 
1930. Canadian clearings aggregated 
$307,555,000, against $303,324,000 last 
week and $271,378,000 last year. 


Number of Business Failures 
Less Than a Year Ago 


The business reviews vary with re- 
spect to the record of commercial fail- 
ures during the week ended Feb. 14. 
They concur only in reporting fewer 
failures than in the same week in 
1930. 

The previous wide spread between 
the 1930 and 1931 figures is narrow- 
ing, however, the excess for the cur- 
rent year being reduced to a mini- 
mum in one case, and canceled in the 
other. Bradstreet’s reported an in- 
crease in defaults for the week, the 
total standing at 568, against 523 last 
week and 572 a year ago. R. G. Dun 
& Co. reported 534 failures, a sharp 
drop from the 676 of a week ago. 
but more than the 566 of a year ago. 
This showing by Dun & Co. marks the 
first time in many months that the 
failure record has been lower than 
for the like week of a year before. 

Canadian failures were substan- 
tially lower, totaling 40, against 67 a 
week ago and 61 a year ago. 

There was a large increase in the 
number of*small businesses to fail 
during the week. According to Brad- 
street’s, the percentage of the total 
rose from 73.6 to 77.9. The next 
larger group of businesses, those 
using from $5,000 to $25,000 of capi- 
tal, fell from 16.8 per cent of 14.6 
per cent of the total. 


Revenue Freight Loadings 
Declined During Week 
Ended Feb. 7 


Loading of revenue freight for the 
week ended on Feb. 7 totaled 719,053 
cars, according to the car service divi- 
sion of the American Railway Asso- 
ciation. 

This was a decrease of 228 cars be- 
low the preceding week and a decrease 
of 66,763 cars below the same week 
last year. It also was a reduction 
of 236,928 cars below the correspond- 
ing week in 1929. 
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Nation’s Building Permits 
Declined in January 


Prospective building activities 
throughout the United States showed 
a marked decline during January 
compared with the same month a 
year ago and with December, accord- 
ing to the volume of building permits 
issued in 556 cities and towns and re- 
ported to S. W. Straus & Co. 

Permits for the first month of 1931 
amounted to $104,945,720, as against 
$129,088,299 in January, 1930, a loss 
of 19 per cent. The volume for De- 
cember, 1930, was $130,075,437, Jan- 
uary showing a loss of 20 per cent 
from this figure. _There is a normal 
expectancy of a seasonal decline of 
about 10% per cent between the two 
months. 

The twenty-five cities reporting the 
largest volume of permits for the 
month showed during January a col- 
lective gain of 7 per cent over Decem- 
ber and losses of 11 per cent from 
January, 1930, and 119 per cent from 
January, 1929. New York City 
gained over January of last year, as 
did Detroit, Oklahoma City, Ham- 
mond, Ind., St. Louis, San Francisco, 
Pasadena, Newton, Mass., Oakland, 
Calif., Dearborn, Mich., St. Paul, 
Louisville and Schenectady, Oklahoma 
City, Hammond, St. Louis, Pasadena, 
Newton, Dearborn, St. Paul and Sche- 
nectady also made individual gains 
over January, 1929. 





Organization Is Formed 
To Fight Chain Store Systems 


John F. Nugent, former United 
States Senator from Idaho has an- 
nounced the organization of the Na- 
tional Chamber of Associated Mer- 
chants to oppose the development of 
chain stores. 

Mr. Nugent, who is president, said 
the purpose of the organization is “to 
fight the battles at close range of ap- 
proximately 1,000,000 independent re- 
tailers and some 250,000 independent 
wholesalers, and jobbers against the 
ever-increasing menace of the chain 
store system to their very existence.” 

Other officers include Frank White, 
former treasurer of the United States 
and one time governor of North Da- 
kota, treasurer; William J. McGin- 
niss, of Washington, secretary, and 
John W. Price, former judge of the 
Bristol, Va., corporation court, gen- 
eral counsel. 





Wholesale Commodity 
Price Index Unchanged in 
Week Ended Feb. 14 


Although the prices for 23 com- 
modities advanced and the prices for 
2326 commodities decline, the weekly 
wholesale price index of the National 
Fertilizer Association remained un- 
changed during the week ended Feb. 
14. During each of the preceding 


four weeks the general index number 
has shown fractional declines. The 
index number now stands at 76.4, 
compared with 78.2 a month ago and 
93.3 for the corresponding week a 
year ago. 

Among the fourteen groups consti- 
tuting the index, six advanced, three 
declined and five showed no change 
during the latest week. Textiles, fats 
and oils, metals, fuel, miscellaneous 
commodities and fertilizer materials 
(cottonseed meal) advanced. Other 
foods, grains, feeds and live stock 
and mixed fertilizers declined. 

Gains were made in the prices for 
cotton, cottonseed meal, burlap, but- 
ter, corn, oats, wheat, copper, sheep, 
gasoline and rubber. Lower prices 
were noted for eggs, cheese, cattle, 
hogs, wool, silk, calfskins, pig iron, 
silver and dried fruits. 





Aluminum Is Finished In 
Variegated Colored Coatings 


Finishing of aluminum in color 
comes as a distinct boon to the alumi- 
num industry, states the United Busi- 
ness Service. It has now been found 
that aluminum has in its own oxide 
a coating that not only allows vari- 
ous color finishes, but is tenacious and 
stable. The coating can be applied to 
both polished and unpolished alumi- 
num surfaces. It offers attractive pos- 
sibilities for general commercial use. 





Wrought Iron and Bronze 
Still Lead as Modern 
Building Materials 


Despite the fact that many modern 
building materials are now produced 
synthetically to resemble their more 
expensive originals, the demand for 
the genuine still leads the demand for 
the imitation, according to William A. 
Boesche, president of the National 
Association of Ornamental Iron, 
Bronze and Wire Manufacturers. 

“Approximately $250,000,000 was 
spent by builders and home owners 
last year for wrought iron and bronze 
—two materials which refuse to be 
imitated and which have maintained 
their individuality for centuries. This 
seems to indicate conclusively that 
true art and craftsmanship have not 
been displaced.” 

Mr. Boesche expressed the belief 
that architects and builders are turn- 
ing back to basic and true materials 
to achieve the beauty and individuality 
they cannot attain with substitutes. 

“Proof of this is seen in most of 
the outstanding skyscrapers of 1930,” 
he said. “Built in a slow year with 
the expectation that they would re- 
turn a profit on the investment over a 
period of years, these buildings are 
heavily decked with monumental en- 
trances, doors, balconies, stoop rails, 
stairs, grills, marquees and other fix- 
tures of genuine metal.” 


Indiana Retailers Have Blocked 
Sales Tax Legislative Measures 


Excellent news comes from Indiana. 
Consensus of opinion there seems to 
be that the movement to inflict a re- 
tail sales tax on the merchants of 
that State has been effectively blocked 
and that the tax-spenders of Indiana 
will be forced to find some other group 
of victims. 

Merchants of Indiana, under the 
energetic leadership of W. E. Balch 
of Indianapolis, have done an excel- 
lent job. Mr. Balch, secretary of the 
Indianapolis Retail Merchants’ Asso- 
ciation and manager of the Indiana 
Retail Council, through mass meet- 
ings and almost every other known 
form of publicity, attacked the pro- 
posals at their inception and aroused 
such a storm of protest throughout 
the Hoosier State that a recent can- 
vass indicates that none of the pend- 
ing sales tax bills have much of a 
chance for passage in the legislature 
now in session at Indianapolis. 


The bill introduced to inflict a grad- 
uated 1 per cent retail sales tax, pat- 
terned after the Kentucky law, has 
been definitely “killed.” 

The special measure prepared and 
introduced by the governor’s tax com- 
mission, which proposed a flat 1 per 
cent rate on gross sales of all mer- 
chants, payable monthly, is still rest- 
ing in committee, but a recent can- 
vass of the house membership indi- 
eates that sentiment is overwhelm- 
ingly against it. 

The storm of protest against sales 
taxing in Indiana, which was de- 
veloped through the retail council, 
was so strong that the joint com- 
mittees representing the house and 
senate, which was established to work 
out some system of meeting Indiana‘s 
taxation problems, omitted references 
to a sales tax bill from their recent 
report. 

In December, it will remembered, 
the governor’s tax commission, com- 
posed of prominent representatives of 
almost every Indiana business inter- 
est, definitely recommended the pas- 
sage of a 1 per cent retail sales tax 
law as a method of relieving real 
estate in Indiana of approximately 
one-half of the burden now imposed 
through a direct State levy. The 
recommendation for a sales tax was 
almost unanimous in that committee. 
When the legislature assembled in 
January, it seemed that the retailers 
were scheduled for rough treatment. 


Initially the merchants of Indiana 
seemed apathetic, but under strenu- 
ous bombardment by Mr. Balch they 
awoke to the danger of the situation. 
On one day the Western Union office 
in Indianapolis reported the receipt 
of over 1800 telegrams from Indiana 
merchants, and their customers, op- 
posing the imposition of any sales tax. 
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CHICAGO 


(Chicago office of HARDWARE AGE) 
CHICAGO, Feb. 24. 
ITH the passing of February 
VV the hardware trade is mov- 
ing fast toward the spring 
season of which so much is usually 
expected; at any rate, the four dullest 
months of the year will have passed 
within two more days and for the 
next few months ahead the retail 
hardware mind is likely to be more 
pleasantly occupied with actual vol- 
ume, rather than calculations and ex- 
pectations. The first quarter of the 
new year is rounding out and by the 
end of it the hardware trade will have 
a better idea of the possibilities for 
1931. 


CURRENT VOLUME 


In the meantime current volume 
continues to move at a satisfactory 
rate. Orders indicate that most deal- 
ers are making perhaps more than 
the ‘usual preparations for spring, 
since it is so generally recognized 
that conditions must be met by the 
merchant with plans to overcome 
them. Except in the dry sections, 
dealers are reported to be feeling bet- 
ter than they did some weeks ago. 
Convention attendance has been nor- 
mal and if there are as many pessi- 
mists in the trade as former reports 
have indicated, they have certainly 
absented themselves consistently from 
the conventions. 


MAPLE SUGAR NEEDS 


Sunshiny days and frosty nights 
have started the sugar maple sap in 
Michigan and Wisconsin; consequent- 
ly the wholesale houses are receiving 
insistent calls for pails and spouts 
for hurry-up shipments into those 
States; as yet Illinois weather has 
been unfavorable to this trade. Spring 
orders are being placed freely for lin- 
seed oil. Dealers appear to regard 
it as a good buy at today’s prices, 
although prospects for a heavy flax 
crop would tend to discourage any 
expectation of an advance. In the 
more southerly territories some out- 
door painting has begun. However, 
even there, the weather probabilities 
are too uncertain to generate much 
business on house paint. Interior fin- 
ishes continue in normal demand. 
Brush business is fair. Most dealers 
are sorting over their paint and var- 
nish stocks in advance of the spring 
pick-up. 





AT A GLANCE 


With the four normally dull 
months of the year in the 
background, increased activity 
is expected during the second 
quarter. Current volume con- 
tinues at a satisfactory rate. 

* % % 

Roller skates are active. 
Spring sporting goods are 
moving out to dealers. Spe- 
cial merchand’se for sales pur- 
poses is in brisk demand. 

* % ¥ 


A leading line of steel 
squares has been reduced 
twenty per cent. The sugar 
maple sap has started to run 
and has created a good de- 
mand for pails and spouts. 

+ $ & 

Kitchen cutlery is enjoying 
an increased demand. Clip- 
ping machine orders are being 
received in satisfactory vol- 
ume. Price continues to be a 
big factor. 











KITCHEN CUTLERY 


Kitchen cutlery is beginning to 
move in satisfactory fashion. Stain- 
less steel knives and forks with col- 
ored celluloid handles are jin especially 
good demand among retail merchan- 
disers; these items are so attractive- 
ly designed and priced that they 
appeal strongly to the average house- 
wife. Electric wire and wiring de- 
vices, usually rather inactive until 
March, have been moving in good vol- 
ume for several weeks. Electrical ap- 
pliances have not been showing much 
movement. Few price changes have 
occurred to disturb the serenity of the 
market for electrical hardware. It 
has been several weeks since any new 
figures have been announced in this 
field. 


ROLLER SKATES ACTIVE 


Marbles are moving. There could 
searcely be a more reliable harbinger 
of spring. Roller skates, too, are ac- 
tive; indeed, if current volume con- 
tinues the season promises to be a 
record breaker; already orders are far 
ahead of last year. Wheel goods are 
resuming their seasonal activity. 
Shipments of fishing tackle and base- 


« Improvement Expected in Second Quarter 
* Demand Increases for Spring Merchandise 


ball supplies show plenty of retail 
interest in such spring sporting goods. 
This time last year the tackle busi- 
ness was heavy; it is even heavier 
now. Despite the open, mild winter, 
jobbing stocks of skis were cleaned 
out, although nearly every other class 
of winter goods fell off in volume be- 
cause of unfavorable weather condi- 
tions. 


SPECIALS ARE ACTIVE 


This seems to be a big season for 
specials and most of the jobbers are 
able to offer bargains useful to the 
dealer who is determined to make his 
way against the low-priced competi- 
tion of the mail order houses and 
chains. Wholesale offerings of such 
specials are proving popular with 
many dealers and, doubtless, are giv- 
ing the chains something to think 
about. A leading line of steel squares 
has been reduced about 20 per cent. 


CLIPPING MACHINES 


Orders for clipping machines for 
shipment in early March have been 
coming into the jobbing houses in sat- 
isfactory volume. Both horse and cow 
clipping machines are expected to 
move soon out of the rural retail 
stores and a good many farmers have 
already ordered their outfits in ad- 
vance, This demand also covers clip- 
ping plates, shearing combs and cut- 
ters. 


PRICE BIG FACTOR 


Favorable prices have stimulated 
some lines and failed to stimulate 
others. An instance of the former 
effect is to be observed in the move- 
ment of galvanized ware. For Janu- 
ary and February one of the large 
direct-to-dealer houses announced a 
special figure of $1.85 on 12-qt. pails 
and another of $5.95 on No. 3 tubs, 
both standard galvanized-after ware. 
A local jobbing house promptly met 
these prices with a 1 cent under-cut 
in each case. Almost immediately its 
normal volume of pail business tripled. 
Similar effects of sharp price compe- 
tition have registered in other lines, 
although the results have not been 
invariably so favorable. Radio busi- 
ness has responded in like fashion and 
present volume is running strong, 
with the midgets still dominating the 
demand, 
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BOSTON: 


(Boston office of HARDWARE AGE) 


BosToN, Feb. 24. 


OBBERS sales of staple hard- 
J ware items are holding up well. 

The average retail dealer is 
buying in small quantities, but often, 
and indications are he will continue 
to do so because his stock of individual 
items is small. Some let-down in job- 
bers sales might be expected during 
the current week due to the fact that 
a majority of New England retail 
dealers will be in Boston attending 
the thirty-eighth annual convention 
of their association. 

Jobbers have been pushing futures 
a little more strenuously with some 
degree of success. The average re- 
tailer, however, is rather reluctant to 
contract further ahead than abso- 
lutely necessary. 


OUTLOOK FOR FENCING 


Somewhat more interest is shown 
by retailers in the various kinds of 
fencing on the market. Fencing sales 
last year were somewhat disappoint- 
ing, and those for 1929 were not up 
to expectations. For that reason 
everybody seems to feel that 1931 will 
be a good year for such merchandise. 
Retail stocks, generally speaking, are 
comparatively small, but before an- 
other fortnight passes will be aug- 
mented, if current buying is an indi- 
cation. 

It is felt there is a wide field for 
fencing right now, that statement ap- 
plying to field as well as ornamental 
kinds. Thousands of farmers and 
property owners in the country and 
at the seashore have neglected put- 
ting up fences for two years. 

Steel shovels also are expected to 
sell well this year. Prices, as com- 
pared with other years, are quite at- 
tractive, and retail stocks generally 
are badly broken. 


LAWNMOWERS SELLING 


Although the market is a long way 
from active, demand for lawnmowers 
is running a little stronger. Stocks 
carried over last year by retailers 
were comparatively small, the trade 
having purchased sparingly because 
of the protracted 1930 dry spell. 
Many mowers in the hands of the 
public will have to be replaced this 
season, beyond question of doubt, and 
in addition many home owners who 
had no special use for a lawnmower 
last year should be in the market on 
or before June 30. 

Both jobbers and retailers also are 
optimistic regarding the garden hose 
outlook. It is conceded that retail 





AT A GLANCE 


Retailers evincing more in- 
terest in all kinds of fencing. 
* * & 

Demand for lawnmowers is 
running a little stronger. 
Price competition on most 
lines is keen. 

* # & 

Jobbers and retailers optim- 
istic over garden hose outlook. 
* * # 

Garden and agricultural 
outlook is considered much 
brighter. Drought has been 
relieved. 











stocks are small and that a potential 
public buying movement lies ahead of 
us. Jobbers already have on their 
books substantial orders for garden 
tools, and continue to secure addi- 
tional business. The garden tool sea- 
son quite apparently is opening better 
than it did last year or in 1929. 

Insecticides should begin to sell in 
volume before the current week ends. 
Last year many retailers, by defer- 
ring purchases, were caught short of 
stock, and their attitude today indi- 
cates they will not be caught short 
again. 


DROUGHT RELIEVED 


Although we have had much cold 
weather during February, during the 
last two weeks there has been suffi- 
cient snow and rain to break the 
drought. The 1931 garden and agri- 
cultural New England outlook is 
therefore considered much brighter. 
Many wells in the country, dry since 
June, 1930, now have sufficient water 
for ordinary requirements, and the 
farmer is happier than he has been 
in months. 

But because of the 1930 drought 
conditions, many so-called country 
towns have or intend to have water 
systems. More money will have been 
spent by such municipalities in 1931 
than in the previous ten years com- 
bined. What effect these water sys- 
tems will have on the business of 
those country hardware dealers carry- 
ing pumps, piping, etc., is problemati- 
eal. The dealers are not greatly dis- 
turbed, however, maintaining that 
many living in country towns cannot 
afford to have water systems in their 
homes and therefore will have to con- 
tinue to rely on the good old fashioned 
pump. 


Jobbers Sales Holding Up Well 
Futures Slightly More Active 


GENERAL SITUATION 


The general business recovery so 
far in 1931 has been painfully slow, 
and the consensus is that further re- 
covery will be by easy stages, at- 
tended perhaps by irregular tempor- 
ary setbacks. The fact is, however, 
that progress has been made and in 
certain directions to a greater degree 
than generally appreciated. 

While authentic figures are not 
available, it is certain that employ- 
ment in cotton and woolen mills is 
materially greater than it was at the 
beginning of the year. Makers of cot- 
ton yarns have sufficient business on 
their books to insure steady opera- 
tion for many weeks to come. The 
pre-Easter demand for shoes has been 
backward, but during the past week 
or so has come ahead quite fast. Big 
New England industries like the Gen- 
eral Electric Co., Westinghouse Elec- 
tric & Mfg. Co. and Simonds Saw & 
Steel Co. are by no means operating 
at capacity, yet they are much better 
off than they were three months ago. 

Although New England primarily 
is not an automobile or automobile 
tire manufacturing section of the 
country, it is an important factor in 
the manufacture of automobile parts 
and also has some sizable tire and 
tire fabric manufacturing plants. The 
growing sales of automobiles and 
tires is therefore immediately felt in 
New England and is one of the most 
encouraging factors in the general 
business situation today. 


KEEN COMPETITION 

With the improvement in trade con- 
ditions has come no lessening in com- 
petition for business. The manufac- 
turer, wholesaler and retailer are ag- 
gressively endeavoring to outdo the 
other fellow in ‘their respective fields. 
Such keen competition necessarily is 
largely dependent on price conces- 
sions. One of the most glaring illus- 
trations of just how far such compe- 
tition is spreading can be found by 
reading radio advertisements in daily 
newspapers of department and chain 
stores. It is quite clear that such 
stores, obtaining concessions from 
manufacturers, have slashed prices 
right and left, and in this respect 
have kept far in advance of most re- 
tail hardware dealers. 

Price cutting is not confined to 
radios. It will be found in almost 
any line upon close study. Openly, 
however, manufacturers are appar- 
ently endeavoring to maintain list 
prices. But when a sizable order is 
put up to them for consideration, the 
bars usually are let down. 





: 
7 





Pape tetitl 








74 HARDWARE AGE for FEBRUARY 26, 1931 





CINCINNATI: 


(Cincinnati office of HARDWARE AGE) 
CINCINNATI, Feb. 24. 
HE breaking of the drought in 
this district last week has 
tended to stimulate slightly the 
demand for current hardware mer- 
chandise. While the precipitation has 
not been great, it was sufficient to 
bring relief from the continuous dry 
spell. 
CURRENT ORDERS 


The increase in business, while ap- 
parent on the books of local jobbers, 
will bring the month’s totals above 
what had been anticipated, but not 
above last year. Jobbers indicate that 
orders still flow in in good quantity, 
but consumers are not taking as large 
amounts of merchandise as a year 
ago. 


WINTER LINES 


Cold weather items are slowing up 
in demand and both jobbers and deal- 
ers indicate that these items have not 
shown as active as had been expected. 
Staple articles continue to move at a 
fair rate, as dealers keep their cur- 
rent stocks filled. The attitude of 
dealers, however, continues to be one 
of reluctance toward any future pur- 
chases. Current business reflects only 
the immediate needs of consumers and 
is of hand-to-mouth proportions. 


SPRING MERCHANDISE 


In fact, the movement of spring 
items is not expected to be under way 
until spring weather forces the atten- 
tion of buyers to these items. Of 
course, there has been some purchases 
of these items, but jobbers indicate 
that this has not been in sufficient 
quantity to indicate any trend toward 
future seasonal merchandise. 


PRICE TENDENCIES 


While the understone of the pres- 
ent price schedules is not strong, no 
changes in quotations have been made. 
Jobbers indicate a desire to sustain 
present schedules and not attempt to 
stimulate demand by price irritation. 


INDUSTRIES 


The last two weeks have revealed a 
slight trend toward improvement in 
the local iron, coal, coke and metal 
market. Demand two weeks ago in- 
creased noticeably and while the last 
week’s business was not equal to this 
rise, it indicated a better interest on 
the part of district consumers of pig 
iron and coke. In line with this im- 
provement in iron, reports of better 





AT A GLANCE 


The breaking of the drought 
in this district has stimulated 
the demand to a slight extent. 
It still appears that February 
volume will be less than that 
for the same month a year ago. 

* *% & 


Cold weather items are 
slowing up. Staple goods are 
in moderate demand. Current 
business is in immediate needs. 
Prices are unchanged and are 
being well maintained. 

* * & 


The past two weeks has seen 
an improved trend in the local 
iron, coal, coke and metal 
market. Building operations 
are at low ebb. Employment 
has an unchanged status. 

* % & 


The Cincinnati stock market 
has shown some improvement. 
Gradual increases in quota- 
tions on several items have 
registered advances. Collec- 
tions are fair. Wholesalers 
are cautious in extending 
credit. 











operations among local foundries 
were heard. While the improvement 
in the melt has not been big, it has 
indicated a conservative trend toward 
betterment. Of course, no foundries 
have as yet gone into capacity opera- 
tion, but slightly larger movement has 
been noted. 


FUEL MARKET 


In the fuel. market, a cooler turn 
of the weather has stimulated interest 
in domestic grades of coal and coke. 
On the other hand, shipments of foun- 
dry grades of coke on contracts have 
increased during the month, although 
buyers show no interest in closing on 
new contracts. 


CONSTRUCTION 


The real estate and building mar- 
ket has lapsed into relative quietude. 
The comparative indexes of deeds filed 
for record show a decline during the 
month. Building generally is off dur- 
ing this season, but even for the off 
season construction is slow. 


Demand Shows Slight Increase 
Prices Are Steady and Unchanged 


STEEL INDUSTRY 


The finished steel industry has 
shown a fairly well sustained demand 


for the last four or five weeks of bet- 


ter than 50 per cent of normal ca- 
pacity. In fact, local mills have been 
running at, better rates of operation 
during this time than they have for 
some time past. One company re- 
ports one of its units to be now going 
at capacity. Other units have been on 
schedules that call for from 35 to 40 
per cent output. 


EMPLOYMENT 


While it was felt, in the absence 
of figures to the contrary, that an im- 
provement would be seen in the em- 
ployment situation last month as well 
as this month, the recent publication 
of statistics on this situation has not 
borne out this optimistic attitude. In 
fact, the figures show a further de- 
cline in the number of persons em- 
ployed. 

During January manufacturing em- 
ployment was 8 per cent less than in 
December and 13 per cent less than 
January of last year. Construction 
employment was 22 per cent less than 
in December and 14 per cent less than 
last January. In fact, the local wel- 
fare department of the city reports 
that unemployment was greater in 
January than at any other time dur- 
ing the depression. While figures 
for this month are not yet available, 
the indication is that little if any im- 
provement will be seen. 

With upward of 20,000 unemployed, 
there is a natural decline in the money 
circulation. This is being felt by 
local retailers generally. Hardware 
dealers, however, indicate little or no 
change in the situation, but they con- 
tinue to offer merchandise at regular 
prices without any great effort to 
cause a false increase in demand by 2 
lowering of prices. ‘ 


STOCK MARKET 


The local stock market has shown 
some improvement. Certain items 
on the board have shown steady, 
though not great rises in prices for 
the last several weeks. This, of 
course, is no barometer of business 
uptrend, but with people buying, even 
if it is only stocks, more money will 
be circulating and hence more pur- 
chases of other items will be possible. 


COLLECTIONS 


The credit situation still has room 
for much improvement. Collections 
are fair, but jobbers are watching 
their invoices carefully. 
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PITTSBURG 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, FEB. 24. 


HE hardware business in this 
district continues to show mild 
improvement. Most all jobbers 
report growing increases over January 
in the rate of future orders, and cur- 
rent sales are somewhat higher. Re- 
cent heavy rains have improved sen- 
timent in the farming districts in the 
vicinity, and retailers in those locali- 
ties have shown more interest in 
fencing and the heavier farm tools 
and implements. Shipments of brood- 
ers and other poultry supplies, with 
the exception of incubators are grow- 
ing, and fertilizer is making a con- 
stantly better showing. It is some- 
what early for farm, garden and 
lawn tools to begin to move in notice- 
able volume, although dealers are 
developing more interest. Recent 
hardware shows have helped to bol- 
ster opinion for business recovery, 
and the approach of open weather is 
having the usual favorable effect 
upon sentiment. 


PRICE TRENDS 


Hardware prices, while still some- 
what soft in spots, have not receded 
to any noticeable extent, and price 
changes during the week have again 
been of a minor nature. Turpentine 
has been reduced 2c. a gal., and is 
now quoted at 58c. in barrel lots. 
Linseed oil continues at slightly over 
10c. per Ib. in barrel lots, and white 
lead is holding at 13.25. Paint busi- 
ness is still rather quiet, but signs 
of improvement are appearing, and 
the price structure is being well 
maintained. 


STEEL INDUSTRY 


Conditions in the Pittsburgh dis- 
trict steel industry have shown en- 
couraging improvement in the last 
week or ten days. Tonnage releases 
on sheets, tin plate, reinforcing bars, 
line pipe and strip steel have picked 
up, and the improvement is so gen- 
eral and comes from such diversified 
sources that there is every reason to 
expect its continuance. Higher speci- 
fications are also being reflected in 
mill operations, and the steel ingot 
production rate locally is approach- 
ing 50 per cent after having remained 
stationary for more than a month at 
around 45 per cent. Among the fin- 
ishing units tin plate mills have 
shown the principal improvement, 
with operations for that industry now 
scheduled at about 70 per cent of 
capacity. Several of the larger inde- 





AT A GLANCE 


Mild improvement continues 
to be reflected in the hardware 
demand from the Pittsburgh 
territory. Recent heavy rains 
have improved the agricul- 
tural outlook. 


¢ $$ 


Brooders and other poul- 
try supplies are in active de- 
mand. Fertilizer is making a 
better showing. Spring mer- 
chandise has started to move 
in noticeable volume. 


& & 


Prices are soft in spots, 
although they have not re- 
ceded to any appreciable ex- 
tent. The steel industry has 
shown encouraging improve- 
ment. Glass production has 
increased. 

eS # 


The fuel industry has failed 
to share in the moderate re- 
vival, but increased activity in 
this quarter is anticipated. Col- 
lections are still very slow. 
Some relief in the unemploy- 
ment situation is expected 
within the next thirty days. 











pendent companies are running at 100 
per cent. As a whole the remaining 
finishing capacity of the industry is 
not yet occupied at more than 50 
per cent. Steel prices are beginning 
to be tested on forward buying, and 
the structure is hardly as strong as 
was the case a few weeks ago. Never- 
theless no open reductions have been 
announced, and talk of advances for 
second quarter in an effort to main- 
tain present asking levels is still 
heard. In the primary markets scrap 
is stronger, but Valley pig iron has 
declined 50c. a ton, and furnace coke 
is decidedly weak. 


GLASS INDUSTRY 


Conditions in the glass industry are 
also considerably better. The leading 
producer has resumed operations at 
practical capacity at one of its prin- 
cipal plants, and reports business on 
hand sufficient to maintain this rate 
for several weeks. Plate glass going 


Business Shows Mild Improvement 
§ Prices Are Somewhat Soft in Spots 


to the automobile industry is moving 
in better volume, and there has been 
a slight acceleration in demand for 
flat glass preparatory to the expected 
spring revival in building. 


FUEL INDUSTRY 


The coal business is not sharing 
in the current moderate revival, al- 
though mines will soon begin to pro- 
duce in anticipation of lake ship- 
ments, the loss of which has been 
keenly felt during the winter months. 
Nevertheless, domestic coke sales con- 
tinue at an encouraging rate, and the 
growing use of coke as a fuel in 
smaller homes is undoubtedly dis- 
placing a certain amount of coal ton- 
nage. Railroad coal consumption is 
not increasing, although industrial 
users are increasing their require- 
ments slightly at some points. 


EMPLOYMENT 


Extensive steps being made in the 
Pittsburgh district to reduce unem- 
ployment are not yet affecting condi- 
tions very much, but increased let- 
tings of road work and other heavy 
construction projects are expected to 
bring considerable relief before an- 
other month has passed. Collections 
are still very slow, particularly in the 
smaller industrial and mining com- 
munities in western Pennsylvania. 


Simplex Radio Company 
Reports 1930 as Banner Year 


At the annual meeting of The Sim- 
plex Radio Company, Sandusky, Ohio, 
H. C. Maibohm, president, reported 
an increase of 240 per cent in net 
earnings for 1930 over 1929, the com- 
pany’s best previous year. 

“Approximately three times as 
many radio sets were sold as in 1929 
and the company attributes its highly 
successful year almost entirely to its 
foresight early in the season in sens- 
ing a public demand for the now pop- 
ular priced ‘Midget’ types and con- 
centrating its major production ac- 
tivities on an excellently engineered 
and substantially built small radio in 
three cabinet types varying in price 
from $49.50 to $59.50, less tubes. 

“From its very inception this in- 
strument captured a universal public 
fancy and even in the face of the pres- 
ent country-wide depression unfilled 
orders on the company’s books are 
greater than at any previous period 
in its history.” 
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ATLANTA: 


(Atlanta office of HARDWARE AGE) 
ATLANTA, Feb. 24. 


HE aggregate volume of sales 
| so far during February through 
local hardware jobbing houses is 
reported as being about on a par 
with the corresponding period of 
January, but about 25 per cent off 
from February sales a year ago. 
While the movement of staple hard- 
ware merchandise continues to be 
rather sluggish at this time, sales 
figures still indicate an _ excellent 
showing in farm equipment material. 
The past few weeks of fair and sunny 
weather has no doubt been respon- 
sible for this showing, as men out 
in the territory report that more 
plowing and other farm work is be- 
ing done in January and February to 
date than in a number of years. With 
this showing it is needless to say that 
agricultural goods continue to hold 
the lead in present demand in this 
territory. Loaded shells, screen doors, 
and screen goods of all kinds are the 
leading items being booked for future 
delivery. 


PRICE REVISIONS 


Several price revisions have been 
brought to attention during the past 
few weeks and in all cases the ten- 
dency is downward. Prices on sol- 
dering coppers have been reduced ap- 
proximately 15 per cent, while wire 
fencing shows a decline of from 5 per 
cent to 7% per cent. Harness goods 
also show a decline of from 10 per 
cent to 12% per cent; Seine twine 
and trot line from 10 per cent to 15 
per cent; sash cord, 12% per cent; 
screen door sets and springs, 10 per 
cent, and cotton rope, lc. per pound. 


COLLECTIONS 


The credit situation is still lacking 
in improvement. Bank failures con- 
tinue to add to depressive conditions 
throughout the territory. Collections 
are reported as being fair under the 
circumstances, however far from be- 
ing what one would call satisfactory. 
With the new season drawing near 
and with many indications of im- 
proved business conditions, it is be- 
lieved that merchants ‘will soon be in 
a better position to meet their obli- 
gations and to close out past due ac- 


counts. 
AGRICULTURE 


Level of*farm prices Jan. 15 was 
lowest since January, 1912, and mar- 
ket prices still lower in first part of 
February, according to Department 
of Agriculture. Jan. 15 index of farm 





AT A GLANCE 


February sales of Atlanta 
hardware wholesalers are hold- 
ing their own with the pre- 
ceding month. As compared 
with the same month of last 
year sales are running about 
twenty-five per cent behind. 

* & & 


Several price changes to a 
lower basis have recently be- 
come effective. The credit 
situation has an unchanged 
status with collections de- 
scribed as being fair. 

* % & 


Much will depend upon 
agricultural conditions during 
the coming season. Increased 
construction is one bright spot 
in the current outlook. 

* * & 


Atlanta has shown a decided 
increase in building operations 
which is expected to exert a 
helpful influence upon the 
hardware demand. Federal 
building projects contemplated 
in the territory entail many 
millions of dollars. 











prices was 94, or 3 points off from 
Dec. 15 and 40 points off from Jan. 
15, 1930. 

Continued mild weather’ has enabled 
farmers in this section to make con- 
siderable headway with the season’s 
crop preparation and it is evident 
that far too much acreage is being 
put into cotton. With a carry-over 
of 9,000,000 bales of cotton from last 
season it is easily evident why mer- 
chants and business men throughout 
this territory are anxiously awaiting 
the outcome of the southern farmers’ 
program for the season. Much and 
in some instances a!}l of the retailers’ 
success depends upon the outcome of 
the farm crop, however, with our 
farm relief programs and with every 
banker, business man, extension ser- 
vices, agricultural authorities and 
the Federal Farm Board urging the 
southern farmer to raise food crops, 
it is believed that the industry will 
be restored to a sound and profitable 


basis. 
CONSTRUCTION 


Nothing is more conducive to busi- 
ness than building and constructive 


Sales on Par with January 
Increased Construction Reported 


activity. Thousands of workers are 
employed in building projects and 
nothing could be more indicative to a 
definite outlook for increased busi- 
ness through hardware channels than 
the present signs of development and 
progress along this line. Recent an- 
nouncements- of the S. W. Straus 
Company, building statisticians, in- 
dicate a gradual but definitely marked 
increase in prospective building activi- 
ties in larger cities over the South- 
east. A gradual but steady climb 
has been apparent since the begin- 
ning of the year and Atlanta espe- 
cially shows a decided gain over pre- 
vious periods. Other cities through- 
out the southeastern territory show 
a similar gain and with the creating 
of thousands of jobs and the use of 
local products and local labor, im- 
provement along this line will un- 
questionably bring economic condi- 
tions to a higher level throughout the 
entire section. 


FEDERAL BUILDING 


Of much interest recently were rec- 
ommendations by President Hoover’s 
budget committee asking immediate 
authorization of postoffice and Fed- 
eral building projects totaling into 
millions of dollars as the first step on 
completing the additional $100,000,000 
building program authorized by the 
present session of Congress. Many 
towns and cities throughout this sec- 
tion are included. Atlanta’s new 
postoffice at a proposed cost of $2,- 
975,000; other postoffice and Federal 
buildings reeommendations were: 
Athens, Ala., $90,000; Charlotte, N. 
C., $525,000; Auburn, Ala., $90,000; 
Memphis, Tenn, $1,075,000; Miami, 
Fla., $2,080,000; Mobile, Ala., $450,- 
000; Clearwater, Fla., $150,000. 





“Solving Gymnasium Storage 
Problems” Is Reprinted 


“Solving Gymnasium Storage Prob- 
lems” is the title of a reprint article of- 
fered by the Durabilt Steel Locker Co., 
Aurora, Ill. The book describes and 
illustrates the advantages and features 
of various types of lockers, cabinets and 
gymnasium basket racks. There are il- 
lustrations of various installations of 
many types, also diagrams of ideal plans. 
Such subjects as ventilation, erection of 
lockers and the different types of lock- 
ers are fully explained and illustrated. 

The reprint is available to anyone in- 
terested in the problem of gymnasium 
storage. Copies may be obtained from 
the Durabilt Steel Locker Co. 
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WEEKLY LETTER 


THE ONLY. SHOT THAT COUNTS !S THE SHOT THAT HITS 


588 EYES 


Inspect a Remington Gun 














Every time I go through our arms plant I am amazed at the amount 
of careful, painstaking inspection and testing required to produce a 
gun to the Remington Standard. As an example, a gun gets 294 in- 
spections from the time production starts until it is shipped. Some 
of the small parts are rejected if gauging shows a variation of more 
than 2/1,000 of an inch. Imagine dividing an inch into thousandths! 


I am not talking now about the special grades or the more expensive 
guns—I’m talking about all Remington guns. Just suppose that the 
average cost of these inspections should be five cents each. That 
wouldn’t be exorbitant considering the special knowledge and training 
of many of the inspectors. But that would put an inspection charge 
of $14.70 against each gun. With even a tenth of that cost, we couldn’? 
possibly make any gun for you to sell at less than ten dollars. 


Well then, how do we do it? The answer is simply in quantity 
production and the last word in factory organization. The first model 
we made of the new Model 33 bolt action .22 caliber rifle was just 
like the ones you will soon be selling for five dollars—but it cost us 


several thousand dollars to make it by hand. 





Mass sales are produced by the loyal support 
of hundreds of hardware jobbers and tens of 
thousands of dealers, assisted by wide national 
advertising. This results in mass _ production 
which makes it possible to put tremendous extra 
value into all Remington products—arms, ammu- 
nition, and cutlery. This extra value brings repeat 
orders and new customers, and so it is around 
the circle. That’s why the dealers who concentrate 


on Remington products make the most money. 


oS aww s2e, 


President 








The Greatest Value Ever Offered— 
The Remington Standard American 


As each gun is assembled it is given a careful inspection by a skilled 
Dollar Pocket Knife gunsmith, Parts are inspected at every stage of manufacture. There 
are 294 inspections in the production of a single typical model. 











REMINGTON ARMS COMPANY, Inc. 
Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
© 1931, R. A. Co. 
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NEW YORK: 


NEw YORK, Feb. 24. 


ENTIMENT in the metropolitan 
hardware market continues to 
show gradual improvement. A 

distinctly better tone pervades the 
market structure and is backed up 
with increased activity in many 
spring lines. While the sales of most 
wholesale hardware establishmnts in 
this area reveal declines when com- 
pared with the same period of last 
year, the general volume of business 
is considered satisfactory in view of 
prevailing conditions. 


ADVERSE FACTORS 


Unemployment continues to consti- 
tute one of the major obstacles in 
the way of a revival in trade activity. 
The curtailed buying power of the 
general public has served to lessen the 
demand to an appreciable extent. 
Still other factors which appear to 
be exerting an adverse influence are 
the price situation and the inactivity 
in construction projects. Depreciation 
in the value of merchandise during 
the past year is also a factor which 
should be considered when compari- 
sons of sales are made with a year 
ago. It has been said that price de- 
clines have made it necessary to sell 
from ten to fifteen per cent more 
goods in order to have a sales volume 
equal to last year. ; 


FAVORABLE FACTORS 


With the approach of milder weather 
a seasonal increase in the demand will 
materialize and it is thought that a 
fairly good call for spring lines will 
result. Most retailers are extremely 
cautious over the price situation and 
have withheld their orders on that ac- 
count. As very little merchandise of 
this character was carried over from 
last spring, it seems logical to pre- 
sume that the demand will be fairly 
healthy when it does materialize in 
earnest. Some improvement is re- 
ported in the status of local financial 
circles, with securities occupying a 
better position than for some time. 
Increased activity in the steel indus- 
try is another hopeful sign. Many 
hardware items are of the necessary 
and essential type, and this has been 
one thing which has enabled the hard- 
ware trade to hold its own to a 
greater extent than many other fields 
of retailing. Specialty stores, for ex- 
ample, dealing principally in the lux- 
ury type of articles, have been ex- 
tremely hard hit. 


BUYERS’ MARKET 


Just as most consumers are seeking 
bargains at the present time, most 
hardware dealers are also looking for 
merchandise at attractive prices. It 





AT A GLANCE 


Sentiment continues to show 

a gradual improvement. In- 

creased activity is reported in 
many spring lines. 

* 8 & 


. 


Unemployment constitutes 
principal obstacle to a trade 
revival. Price declines have 
depreciated the value of mer- 
chandise materially since a 
year ago. 

* # 

With the approach of spring 
in the offing a seasonal im- 
petus will be given to the de- 
mand. Very little merchan- 
dise of this type was carried 
over from the past season. 

* % # 

Price continues to be a big 
factor with the consumer as 
well as with the dealer. It has 
been termed a “Buyer’s mar- 
ket.” Building contracts show 
a gain. Copper is higher. Col- 





lections are fair. 








can aptly be described as a “buyers’ 
market,” and price shading is a com- 
mon practice on most items, especially 
when a large order is involved. While 
few actual price declines have become 
effective recently, the tendency is def- 
initely toward easier prices. There 


. are some exceptions, of course, where 


established prices are being strictly 
adhered to in accordance with the 
sales policies of the manufacturers. 


BUILDING GAINS 


An increase of $8,621,700 in con- 
struction contracts awarded in the 
metropolitan area during the first 
two weeks of February over the same 
period last year points toward an up- 
ward trend for the area’s construction 
industry, according to the F. W. Dodge 
Corporation. 

Increased activity is expected in 
builders’, hardware, tools and related 
construction supplies when residential 
projects get under way as-soon as the 
weather moderates. It is predicted 
that this type of building will be in 
excess of that of last year. 

Despite a holiday which reduced its 
actual number of working days to 
eleven, construction totals thus far in 
the month are making a stronger for- 
ward pull toward a good monthly 
total than did January. During the 
eleven working days of the current 
month $30,732,200 in contracts have 





Sentiment Shows Gradual Improvement. 
Activity in Spring Lines Is Feature. 


been awarded for new undertakings 
of all construction classes, whereas 
during the whole of January only 
$52,939,600 in new work was reported. 
More than 50 per cent of this 
stronger showing is produced by resi- 
dential building, apartments leading 
in that group with a $12,294,500 total 
in the period covered. Hotel building, 
which totaled $4,000,000 during the 
same period last year, makes a poor 
showing this year, the small sum re- 
ported indicating a slight alteration 
or repair job and no new hostelries. 


TOY FAIR 


Wholesalers are said to have placed 
a large share of the business booked 
at the New York Toy Fair. Toys for 
Easter selling enjoyed a good demand. 
Popular priced novelties were active, 
but dolls and wheel goods were only 
moderately active. Jobbers, in most 
instances have been requesting toy 
samples to be shipped at once with 
shipment in June or July carrying 
Oct. 1 dating. 


COPPER HIGHER 


The price of copper has firmed up 
again, with sales being made at 10c. 
per pound. A further advance of one- 
quarter cent appears likely. The re- 
cent rise came as a surprise to many 
who had expressed the belief that 
prices would hold fairly stable at 
their recent level. 


COLLECTIONS 


The credit situation has shown very 
little change. Collections are rather 
“spotty,” being good in some instances 
and very slow in others. The average 
may be characterized as fair. As 
soon as the active spring season opens 
wholesalers believe that a noticeable 
improvement in the credit situation 
will result. 


New Jersey Lady Anglers 
May Have to Have Licenses 


All feminine anglers over 14 years 
of age will be required to purchase 
licenses to fish in New Jersey, if a 
bill presented to the present legisla- 
ture by the New Jersey Fish and 
Game Commission becomes law. 

The proposed law is said to be an- 
other reflection of a growing interest 
of modern “Dianas” in outdoor sports, 
according to the American Game As- 
sociation. 

Reports from many States have dis- 
closed a constant increase in the num- 
ber of women nimrods, and last year 
Pennsylvania alone licensed more 
than 8000 feminine hunters, the As- 
sociation announced. 
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Non-oscillating 
$6.50 











Oscillating $11.50 

you can offer 
° PATA 
Super-Quality | eA 


in a small fane BD 


SMALL fan business is profitable, but customers 
fight shy of the fan that looks “cheap’”—flimsy and bearing 
all the ear-marks of cheap construction and finish. It isn’t the 
price that stops them—it’s the fear of being stuck with a toy. 

Diehl has overcome this objection by designing an 8-inch 





induction type that ranks evenly with the larger sizes in + ies 

quality, attractive appearance, fine finish and workmanship. ie. > 
Customers can tell at first glance that it is far out of the lar J \ 
ordinary—that it will give a good breeze—that it will stand i ”) |) 


up under any service. Its beautiful gray finish makes friends 
quickly. Its fine workmanship inspires confidence. Its price 
will be considered small for value received. 

What Diehl has accomplished in this 8-inch fan reflects the 
improvement made in the larger sizes. Diehl models are 
beautified and lighter in weight without any sacrifice of 
operating efficiency. 

ge The Diehl line provides a correct fan for every installation, 
, good profits for you, and the new 8-inch fan as a quick-seller, 
\ and introduction to Diehl quality. Ask your jobber for com- 
%\ plete details. 


/, DIEHL MANUFACTURING COMPANY 
Electrical Division of The Singer Manufacturing Co. 


ELIZABETHPORT, N. J. | 


Atlanta Boston Chicago Columbus Dallas New York Philadelphia St. Louis 

































Write for a copy of the new 16-page Diehl Fan Catalog for 1931 
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TWIN CITIES: 


(Minneapolis office of HARDWARE AGE) 
MINNEAPOLIS, Feb. 24. 
RADE in the Twin Cities terri- 
[ tory continues on an even basis, 
with orders still being based for 
the most part on the necessity of fill- 
ing in stocks of regular merchandise. 
There is not *yet apparent any “spurt” 
of business in any line, although the 
stage is all set for advancement when 
spring work actually gets under way. 


WINTER MERCHANDISE 


Winter merchandise has moved 
slowly since the first of the year, due 
to the continued mild weather. In the 
Twin Cities area there have been but 
a few days of even near-zero tempera- 
tures since the first of the year, 
and practically no snow. Winter 
sports weeks, featured by a number 
of the cities for several years, have 
been celebrated in part, or called off 
entirely. While sleds, skiis and to- 
boggans and other snow items sold 
fairly well during the holidays, stocks 
since that time have been dormant. 


LAWN HOSE 


With the heavy demand for lawn 
hose last year, stocks in dealers’ 
stores were practically exhausted, 
and very little of this line was car- 
ried over for the new season, and for 
this reason a brisk demand is antici- 
pated this year. Jobbers are finding 
that future orders for hose are com- 
ing in in a very satisfactory manner, 
and volume is showing large totals. 
With the continued dryness in the 
Northwest, it would appear that the 
coming season would be a good one 
in this line. Jobbers are offering some 
excellent brands at attractive prices. 


PROGRESS MADE 


The advance in the stock market has 
been watched as an indication of the 
returning confidence in the position of 
the country as a whole. In this sec- 
tion, local stocks have responded to 
the general advance, and authorities 
point to the movement as indicative 
of the sound financial condition of the 
Northwest, and the probability that 
improvement in business will continue 
to be in evidence. This improvement 
is somewhat slower than had been 
hoped, at the first of the year, but 
it is generally conceded that progress 
is being made. Reports from many 
sources over the Northwest show that 
there is a gain in business. 


POULTRY SUPPLIES 


With the annual demand for poul- 
try supplies almost here, in a retail 
way, dealers featuring this part of the 
hardware business are filling their 
stocks. The rapid growth of hatch- 





AT A GLANCE 


Current volume continues to 
be maintained at recent levels. 
Orders largely specify mer- 
chandise for fill-in purposes. 
Improvement is expected when 
spring work gets underway. 

* 8 & 


Winter merchandise has re- 
cently moved slowly. Future 
orders for lawn hose are being 
received in a very satisfactory 
volume. 

* 8 % 

Local stocks have responded 
to the general advance which 
is taken as an indication of re- 
turning confidence. Reports 
from many sections over the 
Northwest show that there is 
a gain in business. 

* * # 


Poultry supplies are in ex- 
cellent demand. Prices have 
shown no recent changes. 
Collectons are fairly satisfac- 


tory. 











eries in the Northwest in the past few 
years has had a marked effect on the 
poultry business, and is in response 
to the demand created in this part of 
the country by the movement toward 
diversified farming and poultry rais- 
ing as a business in itself. In addi- 
tion to the large commercial hatch- 
eries, there is a steady demand for 
the incubators for use on farms and 
for the many other items, such as 
brooders and special feed and water 


founts. 
AUTO SUPPLIES 


Winter automobile supplies have 
been quiet, due to the mild weather. 
However, the trade in auto supplies 
has doubtless been aided through the 
fact that fewer people than usual 
have put their cars up for the winter, 
and the continued use of the cars has 
had its effect on tire sales and on the 
demand for car heaters of the various 
types. Dealers anticipate a very good 
demand for tires with the coming of 
warmer weather and spring touring. 
Mileage of hard surfaced roads grows 
steadily in the Northwest States. As 
an indication of the growing use of 
cars, at the close of the time limit for 
procuring licenses in Minnesota with- 
out a penalty atttached, it was esti- 
mated that over $100,000 more had 
been received for fees than at the 
same time last year. 


Volume Maintains Recent Levels 


No Price Changes Are Effective 


STOCKS AND PRICES 


Hardware stocks are gradually 
rounding into shape for the spring 
and summer business, and movement 
of merchandise is steady. Prices show 
no changes this week, and the antici- 
pated prices on spring items will be 
shown in these columns next week. 


COLLECTIONS 


Collections seem to be steady and 
showing totals which are “as good as 
may be expected under present con- 
ditions,” to quote one of the repre- 
sentatives of a local jobbing house. 


Gulf Southwest Revealed 
As Large Hardware Market 


Preliminary findings of a survey of 
hardware distribution being conducted 
by the Department of Commerce in 
the Gulf Southwest reveal total whole- 
sale sales through 89 concerns, repre- 
senting the bulk of the wholesale 
trade, of approximately $135,000,000 
annually and retail sales through 7.4 
per cent of the total estimated num- 
ber of retail hardware stores of the 
area of over $35,000,000. The 391 re- 
tail concerns covered were larger than 
average size, however, and are be- 
lieved to account for somewhat more 
than 7.4 per cent of the total retail 
hardware sales, 

Field work has been completed on 
the project, and the report is nearing 
completion. Copies of the manuscript 
are soon to be sent to representative 
men in the trade for review. The re- 
port is intended as a general study of 
wholesale and retail hardware distri- 
bution problems in the United States, 
as well as a specific survey of Gulf 
Southwest hardware markets. 

The relationship between the hard- 
ware trade and other businesses and 
professions is given attention in an 
unusual manner. The report will 
carry, for each separate group, spe- 
cific references to the facts and fig- 
ures which will interest that group. 
Among the important groups. of po- 
tential users whose interests receive 
attention are bankers who loan to 
hardware merchants, and manufac- 
turers, advertising agencies covering 
hardware and related lines, chambers 
of commerce, retail credit associa- 
tions and bureaus, publishers of news- 
papers and magazines, accounting 
firms, transportation lawyers and 
common carriers. The hardware re- 
tailers will find themselves classified 
by type of trade served—city, subur- 
ban, town and farm, rather than by 
size or location. 




















HARDWARE AGE for FEBRUARY 26, 1931 


81 








Announcing 





Stanley School 


HIS new line of Stanley Wardrobe Hardware is designed for 
wardrobe doors varying from 1-4” to 1-%8” in thickness, 22” to 
30” in width, and any height. Doors are hung in pairs, with a 
single door at either end when needed—no mullions are necessary. 


Due to the four-point hangings, Stanley Wardrobe Hardware will 
positively prevent the doors from warping. Both doors of a sec- 
tion operate-in unison. 


The hinges are made of heavy wrought steel with an 8-44” arm. 


The track is made of heavy wrought steel with bronze guides—a con- 
struction that assures minimum wear, smooth and silent operation. 


Application of the hardware is such ‘that doors when open take 

up a minimum of space in the wardrobe — not over 5-2” for two 
4h . f . 

1-48” doors. Doors project only 1-%” into the room when open. 


Stanley Wardrobe Hardware is furnished in durable Dead Black 


Finish over a rust-resisting base. 


Stanley’s new line is an outstanding improvement in wardrobe door 
equipment. Send for complete details so that you will be in a posi- 
tion to recommend the correct equipment for school wardrobes. 


THE STANLEY WORKS 


New Britain, Conn. 


STANLEY 














Wardrobe Hardware 


Items comprising a set 








HARDWARE 
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MEMPHIS: 


(Memphis office of HARDWARE AGE) 
MEMPHIS, Feb. 24. 


USINESS is beginning to think 
B about day after tomorrow. Last 

week we visited some towns in 
western Tennessee and talked with a 
number of dealers and were strongly 
impressed from their attitude that 
they are now in an expectant frame 
of mind and are looking for better 
business. One of the boys who sells 
good in the great delta of Mississippi 
said on Saturday that he could actual- 
ly feel the difference in the attitude 
of his dealers. 

Into the predictions of those busi- 
ness authorities who have been con- 
sistently bearish is creeping a note of 
optimism. In fact, there are numer- 
ous indications that business is fight- 
ing its way out of the woods. 

Every period of recovery from de- 
pressions in the past has found a 
number of merchants as unprepared 
for good business as they were for 
the slump. Our prediction is that 
this one will be no exception. Jobbers 
of hardware can function here in a 
very special way that will not only 
benefit themselves, but will be of 
great benefit to their dealers. 

Business machinery which was 
geared to handle volume sales has be- 
come rusty from disuse and when it 
is called upon again to do work and 
carry a load that once was easy for 
it, it creaks and groans and may 
break under the strain unless the job- 
bers’ help and support is extended 
and applied in the right way and at 
the right time. 

No one knows, and no one can ac- 
curately predict, at this time, when 
the upturn will come, but the signs 
are here that it is just around the 
corner, and the wise man is today 
overhauling his business machinery 
so that when the upturn does come, 
the machinery will be ready to take 
up the load with a minimum of lost 
and wasted effort. 


COLLECTIONS 


Collections, while not considered 
good, are better now than a few 
weeks ago, and it is anticipated that 
there will be still further improve- 
ment along this line within the next 
few weeks. The financing arrange- 
ments for farmers are progressing 
and it is expected that March will see 
very general distribution of this 
fund, and it is natural to expect that 
a part of this money will be applied 





AT A GLANCE 


Business prospects appear 
brighter than for some time. 
Indications seem to point to an 
upturn in the near future. 

* % & 


Collections have shown im- 
provement a few weeks ago. 
Failures are surprisingly few. 
February sales are showing an 
incease over the preceding 
month. 

ka * & & 

Prices are steady and have 
shown practically no change. 
Quotations on some spring 
lines are firmer than in the 
earlier booking season. 

* % # 


Paint prices have recently 
undergone an adjustment. In 
creased construction has stim- 
ulated business and has re- 
lieved the unemployment situ- 
ation to some degree. Build- 
ing permits in Memphis show 
an increase over a year ago. 











to the payment of furnishing ac- 
counts carried over from last year. 

Dealers have a more optimistic 
feeling in this regard and their op- 
timism is encouraging to say the 
least. 


CREDIT CONDITIONS 


Failures have been surprisingly 
few, in spite of the fact of the heavy 
loads that some dealers are carrying 
and the orders coming in from dealers 
are being okayed almost 100 per cent. 


FEBRUARY BUSINESS 


Jobbers’ sales in the first two weeks 
of February indicate a nice increase 
for the month over January. 

Among the goods moving we note a 
nice volume of plow goods, especially 
repairs, single trees, clevises, leather 
plow bridles, back bands and other 
farm merchandise. There are also 
very fair bookings of screen wire. 
screen doors, loaded shells, handled 
hoes, ice cream freezers and re- 
frigerators for later spring shipment. 


PRICES STATIONARY 


There are practically no changes in 
prices during the past two weeks, and 


Trade in Expectant Frame of Mind 
Prices Are Steady and Unchanged 


we do not anticipate any great 
amount of changing before the next 
quarter. 

Jobbers’ prices are steadier on such 
merchandise as screen wire, poultry 
netting etc:, than they were in the 
earlier booking season. 

There is much speculation as to 
what will finally be dealers’ prices on 
loaded shells and ammunition. Job- 
bers do not appear to have made up 
their minds as to the legitimate basis 
and we hear all sorts of wild rumors 
of special discounts. 

Wire and nails have been slipping 
right along for several weeks, but 
seem to be on a firm basis now, al- 
though on a lower level than for 


years. 
PAINT PRICES 


Paint-has undergone recently an ad- 
justment in prices of some of the 
items considered as staples in the 
line and referred to as heavy goods. 
This adjustment is timely, coming 
just in advance of the “clean up and 
paint up” season, and will surely help 
dealers to sell more paint during the 
coming spring months. 


CONSTRUCTION 


Several of the larger projects 
planned and outlined for this year 
have been contracted, and work on 
some of them has actually started. 
One of the principal projects, and 
one of the most important, is the 
main highway from Memphis to Little 
Rock. This highway is being raised 
to above high water mark, and is be- 
ing concreted throughout. This will 
make it an all year highway, and will 
mean much to East and West through 
traffic. 

The Mississippi Highway Depart- 
ment is beginning to get active also, 
and the unemployment situation is be- 
ing helped thereby. 


BUILDING PERMITS 


Building permits issued in the city 
of Memphis in the month of January 
show a marked increase over January, 
1930. There are some large contracts 
in prospect for February or March, 
and the indications at this time are 
that there will be much activity in 
building and in construction lines 
generally during the spring and early 
summer months. 
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To the Hardware Dealer =| po 


DOORS MEAN EXTRA PROFITS WHEN THEY’RE 


ILCO-CLOSED 


The ILCO screen or storm door closer is the ideal light-weight check for all 








MA 
Poeryi ey 











doors not requiring the heavier and more powerful ILCO-BLOUNT Door Check. 





It is designed to operate on either a right or left hand door with 
equal efficiency and is operated by a ball and socket swivel and knurled ratchet. 
An unusually wide range of adjustment is possible by turning the knob screw in 
the end of the barrel. 

Two sizes are available—the ILCO Senior for closing the ordinary screen door, 
storm door, and inside door; the ILCO Junior for lighter weight doors. 


Write us for complete information on both models, as well as for descriptions 


of other ILCO products. 


INDEPENDENT LOCK COMPANY 
FITCHBURG, MASSACHUSETTS 


COMPLETE DOOR-CONTROL BY ILCO LATCHES, LOCKS, KEYS, AND DOOR CLOSERS 
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Little yarns that others have laughed over 
culled from various sources. As a contem- , 
porary puts it; “Some of them have been 


copied, the rest will be.” 


Hot of the Nail Ke 











Prof: “Why is a nautical 


mile longer than a _ land 
mile?” | 
Frosh: “Because things 


swell in water.” 
Chemistry Professor: 
“What can you tell me about | 
| 


nitrates?” 

Freshie: “Well — er — 
they’re a lot cheaper than 
day rates.” 





Broadmindedness_ is_ the | 

i ability to smile when you | 
learn that the ten bucks you | 

lent your roommate is taking | 

your girl to the show. 





“Do you suppose the | 


money I got from that 
Scotchman is any good?” 

“It ought to be; it’s aged 
in the wad.” 





Customer: “I want to pay 
eash for this car.” 

Salesman: “Yes, sir. But 
it’s so unusual that I’m 
afraid you'll have to give us 
a reference or two.” 





The driver of a _ Ford 
sedan, who was plainly out 
of his element in city traffic, 
attempted to turn around in 
the middle of a block, and 
was sideswiped and upset by 
a hook and ladder fire truck 
on its way to answer a call. 

Striding over to the over- 
turned vehicle, a traffic offi- 
cer poked his head through 
the broken window and de- | 
manded: “What do you mean 
by blocking traffic like this? 
C’mon outta there; you’re 
pinched!” 

“You let him alone!” said 
a female voice from the back | 
seat. “How did we know | 
them drunken painters were 
going to run into us?” 








| placed his overcoat on a rack 


| ten minutes.” 


First Fisherman — “Why | 
are you changing your posi- 


| tion, Jack?” 


Second Fisherman (on the | 


| move) —“I couldn’t stand the 
| uncertainty 


up there by 
Jackson; he’s got hiccups, 
and it made his float look as | 
though he had a bite all the | 
time.” 


A man entered a_ hotel, 


and pinned a card to it on 
which was written: “This 
overcoat belongs to a cham- 
pion prizefighter. Back in 
When he re- 
the overcoat was 
gone. The card, however, 
was still there. To it had 
been added: “Overcoat was 
taken by champion long dis- 
tance runner. Won’t be back 
at “iL” 


turned 





A local newspaper recent- 
ly said that scientists have 
invented an earthquake de- 
tector that goes off like an 
alarm clock. What most of 
us need is an alarm clock 
that goes off like an earth- 
quake! 


A certain New York. res- 
taurant man may be given 
credit for a rather novel 
window display. This man 
didn’t have much money for 
advertising, so he bought the 
biggest fish globe that he | 
could get hold of, filled it 
with water, and put it in the 
window with this sign: 

“Filled with invisible gold- 
fish from the Argentine.” 

It took 17 policemen to 
handle the crowd. 


“What is a slide rule?” 
“Never slide with your | 
new pants on.” 








Waiter (at English inn): 


“Macaulay used to dine a tors 


this very inn, lady.” 

Lady Tourist (sampling 
her egg): “Well, it must 
have been an egg like this 
that inspired him to write 
‘Lays of Ancient Rome.’ ” 





The wedding bells had 
pealed some time ago, yet 


the attendants and the func- 


tionaries were still standing 
around embarrassedly wait- 
ing for the principals to 
show up. At last the bride- 
groom came tearing down 
the corridor. 

“Am — am I[ 
gasped. 

The best man put a hand 
to comfort him. 

“No, you’re on time,” he 
assured him. “The _ bride 
was delayed in getting a di- 
vorce from her last hus- 


late?” he 


band.” 
“Well, of all the rotten 
luck!” the bridegroom ex- 


clairned, hurling his gardenia 
to the floor. “I could have 
kept that date with Helen!” 





Sweet Thing (Disgusted) 
—My boy friend has cold 
feet. 

Fond Auntie—Shame on 
you, young lady. In my day 
we didn’t find out those 
things until we were mar- 
ried. 





Visitor (at quiet resort): 


“Whatever do you do here | 


when it rains?” 
Native: “Oh, we just let 
it rain!” 





Tailor (measuring custom- 
er for suit): “And how 
would you like the pockets, 
sir?” 

Macpherson: “Well — just 
a wee bit deeficult to get 
at.”"—Family Herald. 


Old salt to enthralled visi- 
at seaside: “So you 
want me to spill you a yarn, 
mates?” 

“Yes, please—a true one.” 

“All right, I'll tell you 
about the time when I was 
eaten by cannibals in the 


| South Seas.” 





| 


| 





REAL BOOSTING—Ten- 


derfoot: “Is it healthy out 
here?” 
Cowboy: “Healthy? Say, 


they had to shoot a couple 
of people to start a ceme- 
tery.” 





Doctor: “I found the pa- 
tient to be suffering from 
abrasion of the cuticle, tume- 
faction, ecchymosis, and ex- 
travasation in the integu- 
ment and cellular’ tissue 
about the left orbit!” 

Judge: “You mean he had 
a black eye?” 

“Yes.” 





Mandy: “Whut’s de mat- 
ter, Sam? Don’t yo’ love me 
no mo’?” 

Sam: 
honey; 


“Sho Ah _ does, 
Ah’s jest restin’.” 





Kind Old Aunt: “And why 
didn’t Santa bring you any- 
thing, Elsie?” 

Doll-faced Child: “Dog- 
gone it, auntie, I trumped 
father’s ace in a bridge game 
Christmas eve.” 





“Brethren and _sistern, 
when the last day arrives 
there shall be weeping and 
gnashing of teeth.” 

“Oh, Lord Gawd!” 

“Sister Mandy, what ails 
you?” 

“T ain’t got no teeth.” 

“Teeth will be furnished,” 
added the parson. 




















HARDWARE AGE for FEBRUARY 26, 1931 85 


BABCOCK SPRUCE LADDERS 

















Manufacturing Hand Split and Hand Shave Rungs from the Log. Absolute Straight 
Grain and Safe. No Cross-Grain or Doty Rungs Used in Babcock Spruce Ladders. 
Write for Circular and Latest Price List. Order Now—Spring Dating. 


W. W. BABCOCK CO., BATH, N. Y. 


low Opportunity for 
rofit ben Bridge 












Display this Bridge ° 
Set now. It’s priced 
so you can sell every 
prospect. Chairs and \ 
table perfectly \ 
matched—two tone 
leatherette—light in 
weight —slender, 
graceful appearance 
—rigid construction 
—every feature of 
sets selling for high- 
er price. Write for 
details—if your reg- 
ular hardware job- 
ber does not have 
the Norcor Bridge 
Set. 


NORTHERN CORRUGATING CO., Inc., Green Bay, Wis. 
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THE STANDARD “CHIEFTAIN” 


For years, 
women 

have bought 
ranges in 

the eookstove 
department of 
the hardware 
store 


Whyshould womenchange 
their buying habits? They 
do not change when the 
hardware merchant 
keeps his cookstove de- 
partment up to date bv 
including electric ranges, 
which are gaining in favor 
every year. Hardware 
stores are selling electric 
ranges with success. Let 
us tell you how and why. 
Send for booklet ““What is 
a Hardware Dealer?’ It 
gives interesting and 
profit-pointing facts 


STANDARD 
ELECTRIC 
RANGES 


STANDARD ELECTRIC STOVE CO. 
TOLEDO, OHIO 


[ ] Please send booklet *‘What is a 
Hardware Dealer?”’ 

[ ] Send copy of Standard cata- 
logue. 




















A Joint Enterprise 


(Continued from page 45) 


Then when it comes to operating 
the store there are certain funda- 
mentals that a great many merchants 
seem to want to argue about. Ex- 
amine the expense account of any suc- 
cessful retail enterprise, no matter 
what the line may be, you will find 
that the expenditures for advertising 
will run from 1 to 5 per cent of sales 
—sometimes larger; yet a miajority 
of retail hardware dealers will tell 
you that they have tried advertising 
and it does not pay. 

Fundamentally all retailing is the 
same. No matter what the type of 
business, it is the same consumer that 
pays the bill. It is inconceivable that 
the consumer would demand one type 
of retailing in a drug store and an- 
other type in a hardware store, and 
it seems to me that the progress that 
has been made in other lines should be 
carefully studied. 


Progress in Other Lines 


If we observe what has happened in 
other lines, we find that chain stores, 
or I prefer the term “syndicate 
stores,” seem to have progressed fur- 
ther in the distribution of food prod- 
ucts than any other commodity. Sta- 
tistics as to the total volume are con- 
tradictory, but I think it is generally 
conceded that from 25 to 30 per cent 
of all food products are distributed 
through syndicate stores. We may 
have had our troubles in the hardware 
business, but our grocery friends have 
fared considerably worse. In the first 
few years of the last decade inde- 
pendent grocery stores were passing 
out of the picture at an alarming 
rate, but in the last year or two the 
progress of the chains apparently has 
been substantially checked, and if we 
analyze the reason for’that we find 
that it is because the grocery whole- 
salers and the independent retail gro- 
cers have been getting together and 
working toward the solution of their 
problem. One of my friends, who is 
president of a large grocery house in 
Chicago, told me that if they had 
known as much about their business 
ten years ago as they know today, the 
inroads of the chains could have been 
checked long ago. To a somewhat 
similar degree the same progress has 
been made in the retailing of drugs, 
and again the problem was not met 
until wholesalers and __ retailers 
worked together. 


Dealer Helps 


Now all of the foregoing brings me 
back to what I said before, that, in my 
opinion, the future of the hardware 
business is dependent on how success- 
fully the retail hardware merchant 
can cope with present day retail con- 
ditions. In my own company we have 


done a great deal of experimenting, 
have been more or less successful in 
certain of our efforts to help dealers 
and have failed miserably in others. 
At the outset we found dealers unpre- 
pared, as a large majority did not 
have the necessary equipment. This 
condition, however, has improved 
greatly, and today we are in a far 
more favorable position than we were 
a few years ago. In all our research, 
however, we have been unable to dis- 
cover any substitute for efficient man- 
agement, even though we have been 
able to develop numerous aids to an 
efficient management. 


Lack of Appreciation 


The lack of appreciation on the 
part of dealers generally has been 
very discouraging to wholesalers, The 
attitude that “we know our business, 
you keep out of it,” is a serious ob- 
stacle to overcome. The cure for com- 
petitive price situations has been in 
the dealers’ hands for many years. 
Collectively, of course, it is unlawful 
for dealers to agree to discontinue 
selling merchandise that is_ sold 
through cut price outlets, but indi- 
vidually they can do as they please. 
If all dealers refuse to carry such 
merchandise, the manufacturers would 
be forced in a short space of time to 
correct their policy of distribution, 
but that day will never come. There 
are not enough of you who can see 
that far ahead. 

As I see it, your future and the fu- 
ture of the wholesaler are dependent 
upon a closer working together and 
a more thorough understanding of 
each other’s problems. There is no 
denying the fact that the wholesaler 
has an obligation where he receives 
the wholehearted support of the 
dealer. By that I mean he has an 
obligation to help his customer with 
his price problems, with his advertis- 
ing problems, and all other incidentals 
to successful retail merchandising, 
but the dealer likewise has an obliga- 
tion to the wholesaler before he can 
demand this assistance. He must put 
his house in order and be prepared to 
utilize to the fullest extent the help 
that he needs. Furthermore, he 
should concentrate his purchases and 
lend all possible assistance to the 
elimination of expense. Until dealers 
and wholesalers realize their respec- 
tive parts in this “joint enterprise,” 
we are likely to go along about as we 
have in the past, although I will ad- 
mit that in these times we all have a 
far more sympathetic state of mind 
and in recent years great progress 
has been accomplished. I sincerely 
believe that the future holds great 
promise if the wholesale and retail 
branches of the hardware trade will 
work together. 
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Success Came in the Basement 


(Continued from page 49) 


lines of the basement department. 
Mr. McPeak stated that the new 
sales room has many advantages 
when major items, involving a 
considerable sum, are being con- 
sidered. It is away from the 
usual interruptions of the main 
sales floor and customers can give 
undivided attention to the pro- 
posed article. In selling radio a 
conservative sales policy is close- 
ly adhered to and has worked out 
very satisfactorily. One  well- 
known line, having wide public 
acceptance, is concentrated upon 
with telling effect. Trade-In’s are 
avoided whenever that is possible. 


Practically every radio sale re- 
sults from a prospect developed 
in the store proper from among 
the firm’s regular customers. In 
this manner selling expense is 
lower than if outside salesmen 
were extensively used. A down 
payment of one-fourth or one- 
third of the purchase price is se- 
cured and a contract for the bal- 
ance to run not to exceed ten 
months is accepted. As a means 
of discouraging prospects, which 
the firm has reason to believe are 
poor credit risks, a down payment 
of 50 per cent of the purchase 
price is requested. This usually 
serves to discourage such pros- 
pects without creating ill will for 
the store. Mr. McPeak declared 
that while “beating-the-bushes” 
for prospects might result in more 
sales, that this procedure, in his 
opinion, was questionable when 
all factors are taken into consider- 
ation. 


A somewhat different policy is 
used by the store in selling elec- 
trical refrigeration, in that out- 
side salesmen are engaged, where- 
as no outside salesmen are used 
radio. 


The outside refrigeration sales- 
men are compensated on a com- 
mission basis, in which, a salary 
advance is made against commis- 
sions. The plan has been satis- 
factory and productive. The only 
disturbing factor has been that it 
has been difficult to retain good 
commission salesmen, as they are 
always at a premium. 


The deferred payment plan 
made available by the manufac- 
turers of the line of refrigerators 
featured by the store is extended 
to all purchasers who care to 
avail themselves of the excep- 


tionally easy terms the plan pro- | 
It is interesting to learn | 


vides. 
that commercial installations of 
electrical refrigeration, in such lo- 
cations as butcher shops, grocery 
stores, restaurants, hotels, hos- 
pitals, apartments, etc., produce a 
volume of business greater than 
that of the combined residential 
sales. An electrically refriger- 
ated drinking fountain, just with- 
in the store’s main entrance, acts 
as a constant and subtle reminder 
to every visitor that electrical re- 
frigerators are featured by the 
firm. 


Second floor show windows, at 
all times, display major electrical 
appliances and the show windows 
on the street level are also used to 
feature them at regular intervals. 
In addition to selling electrical 
merchandise in a commendable 
manner, the store also uses elec- 
tricity in a like fashion. Recent- 
ly the wall fixtures along either 
side of the store were remodeled. 
The paneled section was raised 
about 18 in., leaving this space 
between the base and paneled sec- 
tions, providing a fine ledge dis- 
play. (See illustration: on page 
49). This materially increased the 
space available for showing small 
items, such as electrical parts, 
etc., in a most effective way. 


To make the ledge display even 
more attractive and prominent, 
single light receptacles were coun- 
ter-sunk underneath each paneled 
section. Only the bulb protrudes 
from beneath the center of each 
4-ft. section. This illuminates the 
merchandise effectively, thereby 
enhancing their appeal. As a 











further refinement, frames to hold | 
shades for each such light were | 


made in the store from galvanized 
iron and were enameled gloss 
black. Each frame holds an orange 
colored parchment shade bearing 
the name of the class of goods dis- 


rlayed in that particular section. | 





LEPAGES 


BUSINESS 





One dozen FREE 
Standard 


Merchandise 


A? a business stimulator for 
the winter months, we’ve 
selected two good selling hard- 
ware items—-one dozen Le 
Page’s Waterproof Cement, re- 
tailing at 25 cents each, and one 
dozen Le Page’s Waterproof 
Glue, retailing at 10 cents each. 


It’s a simple deal—you buy one 
dozen Waterproof Cement at 
$2.00 and you get one dozen 
Waterproof Glue without 
charge. They sell for $4.20— 
your profit $2.20. 


3oth of these items are gain- 
ing in popularity—the water- 
proof glue being nationally ad- 
vertised. 


The smart dealers wiil order 
this deal from their jobbers in 
good quantities, because there is 
a distinct demand for these 


items. 


1 doz. Waterproof Cement $2.00 
1 doz. Waterproof Glue No charge 


Sells for $4.20 
$920 


Your Profit 


on each deal 


Russia Cement Co. 


Gloucester, Mass. 
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BIG PROFITS IN FENCING 


Hundreds of unfenced 
homes in every city. Hard- 
ware merchant is logical 
man to handle this profit- 

Iron able business. Stewart 


Wire Fences carry a nice margin. 
FENCES We show you how to get 
this desirable business 
without any investment in 
stock. Pioneer fence man- 
ufacturer. Write today for 
complete details. 
THE STEWART 
IRON WORKS CO., Inc. 


737 Stewart Block Cincinnati, 0. 
Established 1886 



































for large 
stores 






q Ar 


Merchandising 
METHODS... 


That's the keynote for 1931. Are you fully 
prepared to master this problem in your 
own store? If not, our service department 
can be of valuable assistance to you. To get 
your copy of “The Heller System of larger 
profits,” simply tear out this ad and mail 
now, while this page is before you . . 
(no obligation). 


H I: LLE R for small 


stores 


Merchandising Systems 


W.C. HELLER & COMPANY 
MONTPELIER, OHIO 


New York Office: 
20 Vesey St., Suite 500 


Sign 

in the 
margin. 
Tear out ad 
and mail 

y today. 






















Many Present-Day Home Necessities 
Were Once Classed as Luxuries 


HE National Association of Real Estate Boards 
shows in a recent review that many of the things 
which are now classed as prime necessities were 
not only luxuries, but were also often novelties in 
former years. Most persons today smile at the candle- 
lit rooms of our Colonial ancestors, and it is doubtful 
that they realize that gas, which superseded it, first 
came into vogue as a lighting medium a little more than 
one hundred years ago, the first home in which it was 
installed in New York City being 7 Cherry Street. As 
a means for illumination, however, gas has almost gone 
the way of the candle and since 1879, when the light 
bulb came into being, electricity has made gas obsolete 
for lighting purposes. 

The residents of Pompeii, it is pointed out, used 
glass in their windows, but as late as the fourteenth 
century Richard II issued a writ to scour England to 
find enough glass to repair the windows of one castle. 
Near the close of the seventeenth century, all of the 
great towns-of Italy, with the exception of Genoa, used 
paper in their windows. For centuries glass was re- 
garded as a luxury, and was taxed accordingly, down to 
comparatively recent times. 

“The process of water heating, also, remained in dis- 
use,” says the association’s survey, “probably because 
of the expense of installation, for nearly two thousand 
years after its invention. Sergius Orata, a Roman, 
perfected what was called a ‘hypocaust’ for heating the 
rooms of the ancient Roman dwellings and for heating 
the water in the famous Roman baths through pipes or 
flues. 


Early “Wonders” 


“Although some Romans had individual baths in their 
homes, there was only one bathtub in all England in 
1830, and the first tub in this country made its appear- 
ance in 1842. John Baptist van Helmont, born at 
Brussels in 1577, while engaged in chemical research, 
discovered gas. An English rector, the Rev. Dr. John 
Clayton, discovered coal gas in 1660, and an engineer, 
William Murdoch, lit his home with gas in 1792, thereby 
causing great consternation in his village in Wales. 

“Tt was nearly forty years later that the practicability 
of gas for cooking was demonstrated by James Sharp 
of Northampton, England, who cooked a meal on the 
‘wild spirit? while onlookers hung near the door ready 
to flee. In New York City, the first house lighted by 
gas was at 7 Cherry Street, the home of Samuel Leg- 
gett, in 1824. 

“The first circulating water heater appeared in the 
United States in 1883. Moving along from improve- 
ment to improvement, the first instantaneous automatic 
gas water heater came two years later, and the tub of 
hot water gradually disappeared from the back of the 
stove. 

“Adam Thompson of Cincinnati, Ohio, was so proud 
ef the bathtub he had installed in his house in 1842, 
that he exhibited it to his guests at his Christmas party. 
Four of the guests took baths in the new household 
convenience, and the ‘party’ secured two columns in the 
city’s newspapers the next day, in which the bathtub 
was denounced as a luxury, out of keeping with the 
democratic spirit of the times. 

“Philadelphia in 1843 sought to prohibit, by ordi- 
nance, bathing from November to March, but the meas- 
ure lacked two votes. Virginia laid a State tax of $30 














HARDWARE AGE for FEBRUARY 26, 1931 




















Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 
lines handled by the Hardware Wholesalers. 

For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 

Then, the Hardware Retailers on pages 80 to 353 who are 
rated |, 2, or 3 represent the livewire dealers doing 75% 
to 80% of the retail hardware trade of the U. S. 


CONTENTS OF VERIFIED LIST 


Wholesale Hardware Houses in U. S., Canada and Foreign. 
Retail Hardware Stores in U. S., Canada and Foreign. 
Chain Hardware Stores in United States and Canada. 

5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
Department Stores carrying hardware and housefurnishings. 
Manufacturers’ Agents in U. S., Canada and Foreign. 
Automobile Accessories Jobbers. 

Mill, Steam, Mine and Machinery Supplies Dealers. 
Sporting Goods Distributors. 

Mail Order Houses handling hardware and housefurnishings. 
Woodenware and Willow-ware Wholesalers. 

Paint, Oil and Varnish Distributors. 

Radio Apparatus and Parts Jobbers. 

Plumbers and Tinners Supplies Jobbers. 

Membership Lists of Hardware Associations. 


Hardware Age Verified List of Wholesalers and Retailers is 
indispensable in economic direct-by-mail promotion work 
and also a helpful guide for salesmen’s calls. Every manu- 
facturer's sales manager should have one on his desk, and 
every salesman could profitably carry a copy in his grip. 
Since the previous issue was published there have been 
more than 10,000 additions and corrections, and these all 
appear in the Tenth Edition. 


Published annually, $15.00 postpaid 


Hardware Age Verified List Department 
239 W. 39th Si. New York, N. Y. 
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PECORA PAINT CO. 
Manufacturers 


PHILADELPHIA, PA.| 
Est. 1662 


Little 

Package 
|: with the 

BIG Sales Possibilities 


You can stow away a dozen of these cartons 
on a small section of shelf space, but they 
begin to look big when you consider the 
turnover and profit. Fine for repairing 
cracks in plaster or tile. 2% to 15-lb. car- 
tons. Write for samples and prices to 
Pecora Paint Co., 4th St. & Glenwood Ave., 
Philadelphia, Pa. Established 1862 by 
































No. 220 


hroughout 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 
portant part they play 


in daily service. 


ERIE, PENNSYLVANIA 








Branch Offices:- 
NEW YORK: 45 WARREN 8ST. BOSTON: 76 BATTERYMARCH 
CHICAGO: 555 W. RANDOLPH 8T. SAN FRANCISCO: 703 MARKET ST. 
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+} No. 600-534" ——___—. 
RET er Coe Ee 


























F 





. Sell These for 
Rubber Heels or 
Hobnails 


First, because the scuff of many heels 
will be resisted by their extruded design 
and hard metal—Second, because with 
Rixson Floor Check installations there 
is a saving in labor—For these reasons 
place Rixson Thresholds before your 
trade. Your constructive help will earn 
appreciation expressed in a growing 
profitable demand. 





RIXSON 
Thresholds of 


Architectural Bronze 











Refer to Page C3575 in or 
the new Sweet’s or write = 
us for detailed data. Aluminum 


The Oscar C, Rixson Company 


4450 Carroll Avenue, Chicago, Ill. 
New York Office: 101 Park Ave., N. Y. C. 


Atlanta New Orleans Los Angeles Winnipeg 


Philadelphia 


You Can Stake Your Reputation on 












* Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 





Builders 


Overhead Door Checks 

Floor Checks, Single Acting 
Floor Checks, Double Acting 
Olive Knuckle Hinges 
Friction Hinges 








| of bathtubs. 


a year on bathtubs. Hartford, Providence, Charleston 
and Wilmington quadrupled water charges to owners 
But the tub came into real fame when 


| President Fillmore installed one in the White House. 
| He had tried the tub in Cincinnati in 1850 and liked it. 


“Musicians who came to London in the eighteenth 


| century are said to have lost three notes in the range 








of their voices from the smoke of that city. There were 
few factories then, and most of the smoke came from 
the fire places of the homes. In 1774 Benjamin Frank- 
lin invented the first room heater, which he called the 
‘Pennsylvania fireplace.’ It came to be known as the 
Franklin stéve. This was a box stove which could be 
set in the center of the room. Benjamin Rumford 
suggested in 1796 the warming of rooms by means of 
the chimney out of which the idea of the radiator in 
part developed. 

“The electric light and the development of the array 
of electrical appliances did the work of the modern 
housewife. The first homes in which the electric light 
bulb shed its rays were in Menlo Park, N. J., where 
Mr. Edison’s laboratory was situated. The invention 
of the incandescent lamp took place on Oct. 21, 1879. 


“Two years before the residents of Menlo Park 
bathed in the glow of the first electric lights, Charles 
Williams, Jr., of Somerville, Mass., talked over a tele- 
phone installed in his home at the corner of Arlington 
and Lincoln Streets. This was the first home equipped 
with a phone, and a similar-installation was made at 
the same time in Mr. Williams’ office at 109 Court 
Street, Boston, so he could have some place to call up. 
The telephone was invented by Alexander Graham Bell 
in Boston on June 2, 1875.” 


Teaches Railroading to Grandsons with the Aid of 
Lionel Trains and Accessories 
Samuel Vauclain, president of the Baldwin Locomo- 


tive Works, has in his home in Overbrook, Pa., a com- 
plete miniature railroad system made up of Lionel 





trains and accessories. In his spare time he teaches 
his three grandsons the rudiments of railroading from 
this Lionel set. Lift to right are Samuel Mathew Vau- 
clain, six; Samuel Vauclain; William Carrington Ham- 
ilton, eight, and Henriques Crawford Hamilton, four. 
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REPLACES THE 
KITCHEN STOVE PIPE 


HYDRO- 
FLUE does 
away with 
stove pipe in a 
kitchen. No 
unsightly 
chimney con- 
nection neces- 
sary. Easily in- 
stalled. 


Fits any gas range. 
A container inside 
the cone is partly 
filled with water. 
ta —a ee Fumes passing 


through water are 
ine washed before be- 


ing released. 


HYDRO-FLUE 


also acts as a HUMIDIFIER—keeps air moist and 
healthful. Prevents grease and soot collecting. Height, 
6%”. Weight, 10 ozs. Finished in Aluminum, Green, 
Ivory, Grey or White. 

Retails profitably at $2.00 each. Individual cartons. 


JOBBERS—we have a real proposition for good jobbers every- 
where. Write us. 

DEALERS—it will pay you to stock HYDRO-FLUE NOW. Send 
for folder and discounts. 


WARD MFG. CO. 
809 Griswold Bldg. Detroit, Mich. 




















SABIN GUMFINGER LAWN RAKE 





for Flexibility 
and Long Life 


Rubber— 


This rake has rubber prongs—strong, elastic, 
sensitive, durable. Can’t rust, break or clog. 
Can’t tear or uproot grass. Adjusts itself to un- 
equal surfaces. Can be used on gravel, brick, dirt 
or concrete walks without fear of wear. Tested 
and approved by Golf Clubs, Garden Clubs, 
Country Clubs and residence owners. No risk of 
injury if left with prongs upright. Can’t kick back 
if stepped on. Hundreds of enthusiastic testi- 
monials from users. 

Made in 16, 20 and 24 inch widths to retail at $1.00, 


$1.25 and $1.50. Liberal discounts, large demand, 
good profits. 


The Sabin Machine Company 


6536 Carnegie Ave., Cleveland, O. 








mprovea AeoallR 
Improved E E L 
New Lower Prices 
for 1931 


The ONLY Portable Reel 
That Permits Using As 
Much or As Little Hose As 
Needed Without First Un- 
reeling All of It Before 
Connecting to the Faucet. 


” 

8 PATENTED 

© Water light 

tee 

Will Not 
Leak 


i 








Increase Your Hose Reel 
Sales With the Fast Selling 
tionally Advertised Real Reel. 


a... eon DT p 
UNREEL Only As Much, or As Little Hose As Needed 


Real Reel is ALWAYS ready . 0 need to unwind all of hose to connect to the 
faucet. And when through sprinkling. ‘turn the crank and the hose is neatly reeled out 
of the way. No muss, no fuss, no kinks, no tangles, nor more hose strewn over the 
lawn and exposed to the blistering sun, nor more soiled clothes. 


Has Many Uses INside And OUTside House 


Ideal for washing windows and porches, filling auto radiator. In 
basement during winter, Real Reel provides for wetting down coal 
and ashes, washing walls and floors, filling laundry tubs, etc. Left 
attached outside in Summer, Real Reel is always ready for fire; and 
in the basement in Winter when fire hazard is greatest, Real Reel 
provides positive fire protection ready for instant and continuous use. 


ALL STEEL... For Lifetime Service 


Made entirely of steel with riveted joints .. . no wood to warp or 
decay. Patented revolving joint is water-tight . . . no leaks to 
waste, no messy puddles. Nothing to injure hose or ae out of order. 
Holds 125 feet 5-in. or 100 feet %-in. hose. FIN : Drum and 
wae oat gloss black enameled; standards and os ‘green gloss 
ename! 
Real Reel is packed, partly k.d., in dustproof carton for parcel post, 
express or freight. Assembled in 3 minutes with 
4 accompanying bolts. Shipping weight, 24 Ibs. 


FREE Selling Help 
And Each Reel Sells "Others 


We provide FREE the kind of “‘helps’’ you'll be 
glad to get and USE . cir’ 
lars, letters, ads, display “material. 
These “‘Helps’’ move Real Reel 
out = your store and ON the lawns 
jaw’ sells the neighborhood. Here 

awn 8 e neignborhoo: ere 
is a Reel that beats all competition . . . a Reel that quickly introduces itself and pays 
you a good profit. It’s the Reel your customers want . .. the Reel you want for your 
own home and for your trade. Write your jobber . . or write us. 


The New Wonder 
FLEX-NEK 


NOZZLE HOLDER 
Holds Nozzle Firmly In Any 
Position—Changed Instantly And 
Stays At Any Angle 
FLEX-NEK converts an ordinary nozzle into the 
handiest, most practical sprinkler in a moment’s time, 
Nozzle _ be adjusted for a sod-soaking downpour 
a soft, gentle mist . . . and it STAYS 
where you put it. ALWAYS ready. 
Galvanized STEEL and BRASS 
Construction 
Electro-galvanized FLEXIBLE Steel Tybing, packed 
with 6-strand asbestos roping—water-tight, self- 
sealing. Solid brass screw connections. Unbreak- 
able steel base, green enamelled. 
Write for Details 
Beveptional proposition for Jatbers and _ dealers— 
FREE sales helps .. . NATIONAL ADVERTISING. 


ANKER-HOLTH MANUFACTURING COMPANY, INC. 
Dept. 3038 “Port Huron, Mich. 






































DESOLVO 


Proved by test to be the best. 
ACTION speaks louder 


than words. 


Place a trial order now for 
DESOLVO and let the 
product itself convince you 
of its superiority. 


DESOLVO will show best 
results, in less time and with 
less work. Satisfactory Re- 
sults Guaranteed. 


Buy Through Your Jobber 











Manufactured by 


The Chamberlain Company, Pittsburgh, Pa. 
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The Templetone Radio 
Bank . . . one of 
Kenton’s newest cast 
iron toys. Parents will 
be glad to buy this 
little beauty for their 
boy or girl. 


GREATER 
PROFITS 


. .. the sweetest music to any Hardware Man. 


You’ll appreciate the fine tone of your cash register as 
you ring up sale after sale of this new, interesting toy. 
It’s but one of the many new KENTONTOYS .. . may 
we send catalogue? Write today and ask also for our 
eap and blank cartridge pistol booklet. 


The Kenton Hardware Company 
Kenton, Ohio 














BETTER 
HARDWARE 


Used on important Government | 
buildings — recommended by the 
' leading architects—Phenix Hang- 
B-3 ers and Fasteners have stood the 
test of time. Their strength, utility and ait set 
finish make them a most profitable hard- No. 102 
ware line. 


Phenix Mfg. Co., 2682 N. Humboldt Ave. 


MILWAUKEE, WIS. 


A-4 

















HIGH-POWER BURNER.. 
GREATEST Oil Stove IMPROVEMENT 
IN 25 YEARS 


Makes obsolete millions of oil stoves now 
in use. Opens broad replacement market. 
Are you prepared with sufficient stock of 
Perfection stoves with High-Power burners 
to take full advantage of this opportunity? 


PERFECTION STOVE COMPANY 
7609 Platt Avenue Cleveland, Ohio 














E. 1. duPont de Nemours & Co, Backs 


Policy to Restore and Conserve 
the Great Outdoors 


The duPont objective is a better outdoors. Its policy 
will be to help find ways and means of achieving that 
end satisfactorily to all parties—the land-owner, the 
sportsman and the general public. 

Thus A. Felix duPont, vice-president and general 
manager of the Smokeless Powder Department of the 
E. I. duPont de Nemours & Co., Inc., of Wilmington, 
Del., summed up the policy of the company in a recent 
announcement. 

“The real movement now under way in this country 
is not concerned with game restoration alone, for it 
embraces also the conservation of non-game species, 
forests, parks, waterways, fish—in short the great out- 
doors,” Mr. duPont said. 

“America has the environment to raise an abundant 
game and fish crop, the means to pay for it, and the 
love of sport to assure that successful production will 
be rewarded. 


“There are many conflicting theories as to how to 


| bring these factors into productive relationship with 


| 
| 








each other. The duPont company does not know which 
theory is best, but it proposes to aid in bringing the 
most promising .ones to the test of experience. The 
public can then decide for itself. 

“There are some—but not enough—biological facts 
available on game and fish production. We propose to 
assist in making these facts known; to promote research 
for other facts needed, and to help in training men to 
apply them,” Mr. duPont continued. 

“From a careful study of conditions in this country 
it is apparent that game conservation is of vital interest 
to a large percentage of our population. There is a 
widespread demand for constructive effort to restore 
the wild life resources. Recognizing this, the duPont 
company has builded and is maintaining its own field 
force to advance this important work. 

“The lack of certainty as to the best method of pro- 
cedure has led to the adoption of our company’s policy. 
The development of a better outdoors is primarily a 
civic interest and responsibility shared by all. In 
adopting this policy we believe we are taking the best 
and quickest way to advance this worthy cause,” Mr. 
duPont concluded. 

Seth Gordon, president of the American Game Asso- 
ciation, in commenting on the announcement, said: 
“This is one of the greatest forward steps taken in con- 
servation. If more of our outstanding business firms 
will take like action the success of the conservation 
movement is assured.” 


Rubber Tired Roller 
Skate Patent Upheld 
The Chicago Roller Skate Co., 4406 


West Lake St., Chicago, Ill., recently 
brought=suit in the United States Cir- 





cuit Court of Appeals at Cincinnati, Ohio, claiming infringement of its 
Ware patent No. 1,469,433, covering rubber tired rollers for roller skates. 
The Court which has jurisdiction over the States of Michigan, Ohio, 
Kentucky and Tennessee, handed down a decision in favor of the plain- 
tiff, holding the patent valid and infringed. 
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REDUCED PRICES 























DURABILITY 
CLEANLINESS 
BEAUTY 


QUALITY RECOGNIZED 


Since the modern trend of things, U. S. 
Enameled Ware has been recognized for that 
high standard of quality, which 
Durability, Cleanliness, and Beauty, 


insures 
unsur- 
passed in kitchenware. 

Dollar for dollar no better values are offered 
in any merchandise than in U. S. Quality 
Enameled Ware, and thousands have learned 
this by experience. 

Satisfied customers are a firm’s best asset. 
Quality and conscientious service always pre- 
dominate. 


Write today for new Catalog No. 9 illustrating 
complete line of U. S. Quality Enameled Ware. 


United States Stamping Co. 
Quality Enameled Ware 
Moundsville, W. Va. 
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NOW 35c 

















The name, quality and price will now make them 
sell even faster. 


HEY sell themselves 

Millions of advertisements are telling the 
new health facts about orange and lemon juice. 
Doctors and dentists are telling patients. Sunkist 
sales are growing tremendously. As a result, 
people need this better reamer. 





with attractive display. 


Sunkist reamers come in Alabaster, Pink and Green. 
They have higher cones, sharper ridges; get all the juice; 
hold nearly a pint. Ask your jobber for “Sunkist” reamers 
—the name speeds sales. Or write for costs, etc. Califor- 
nia Fruit Growers Exchange, Dept. of Fresh Fruit Drinks, 
Div. Z. Jr.-12, 900 North Franklin Street, Chicago, Illinois. 


Sunkist Hand Reamer 





Yellow Crown >> ) 
Low Priced Yet Rust-Proof 
This cheaper line of mail boxes can 
be sold at “leader” prices, and_ still 


make you a good profit. They are well 
constructed and come in many different 
finishes. Write for special particulars. 


CHICAGO SALESROOM 


4 
4 
4 
4 
q 
4 
4 
4 
4 
4 
1498 MERCHANDISE MART 











PATENT NOVELTY COMPANY 


Inc 


FULTON LIN E 


FULTON ILLINOIS 











STOCK BOXES 


Attractive, Low Priced 
Hardware Fixtures. 





Write for Illustrated Price List 


THE GREEN CO., INC. 
92 WEST BROADWAY NEW YORK 








GREEN’S class, and you won’t have to worry 
about competition! And among 25-cent 

SMALL PARTS sellers “‘best’? means the Bridgeport Yellow 
Crown! A screw driver with a full-size, 

CABINETS yellow-crowned handle; a thicker ferrule; 
longer, wider wings; a blade of special- 

analysis, high-carbon steel—fully tempered! 

AND That’s the screw driver that Bridgeport 





Competition 
DEMANDS 
a better 25e. | 
serew driver‘ 











i This Display Stand Free 


~”] 
* ELL the best screw driver in its price 


enables you to sell for 25c! And Bridge- 
port is ready to send you this bright yellow, 
all-steel display stand—it’s absolutely free! 
Order a dozen assorted sizes today. Profit: 
33 1/3% on selling price; 50% on cost. 


THE BRIDGEPORT HDWE. MFG. CORP. 


Bridgeport, Conn. 
The World’s Largest Makers of Screw Drivers 


Bridgeport 




















94 HARDWARE AGE for FEBRUARY 26, 1931 





WALWORTH = Coming Hardware 





Walworth Company, General Sales Offices: 
60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, IIl.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company Limited, 660 St. Catherine Street West, 
Montreal, P. Q. 
Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 








The PEERLESS Handcuff Holster 


This fine quality black 
leather holster is worn 
attached to the belt of an 
officer. It serves a double 
purpose — protects the 
handcuffs from perspira- 
tion and dampness and 
is of sufficient size to al- 
low instant withdrawal of 
the cuffs. 

There is quite a demand 
for this practical holster. 
Good profit. Send for lit- 


erature and trade prices. 


Peerless Handcuff Co. 
Springfield, Mass. 














PYyvy ved yday) 


@ | 


THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 


NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia. 
Western Factory—Dayton, Ohie. 








It Has Them ALL 


There are three qualities 
that every Adjust- 
able “S” Wrench 
must have to stay 
in the running— 







Bx; 


Quick Adjustment — 
Unfailing Grip — 
Rugged Strength. The 
B. & C. has them 
ALL. The motorist’s 
choice. Ask your job- 
ber. 


BEMIS & CALL CO. 
Springfield Mass. 



















Conventions 


AMERICAN HARDWARE MANUFACTURERS’ ASSOCIATION 
AND SOUTHERN HARDWARE JOBBERS’ ASSOCIATION JOINT 
CONVENTION, Edgewater Park, Miss., April 20, 21, 22, 
23, 1931. Headquarters, Edgewater Gulf Hotel. Charles 
F. Rockwell, secretary-treasurer, American Hardware 
Manufacturers’ Association, 342 Madison Avenue, New 
York City. Sidney St. J. .Eshleman, secretary- 
treasurer, Southern Hardware Jobbers’ Association, 
704 New Orleans Bank Building, New Orleans, La. 


AMERICAN STEEL & HEAVY HARDWARE ASSOCIATION 
CONVENTION, William Penn Hotel, Pittsburgh, Pa., May 
18, 19, 20, 1931. B.R. Sackett, secretary-treasurer, 505 
Arch St., Philadelphia, Pa. 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, Apr. 14, 15, 1931. L. 
P. Biggs, secretary, 815 Southern Trust Building, Lit- 
tle Rock. 


CAROLINAS HARDWARE ASSOCIATION CONVENTION, 
Greensboro, N. C., June 9, 10, 11, 1981. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 


MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1981. 
Guy Nason, secretary, Starkville. 


NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 


NEW ENGLAND RETAIL HARDWARE DEALERS Asso- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1931. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION, Amarillo, Tex., April 20, 21, 22, 1931. 
Headquarters, Amarillo Hotel. C. L. Thompson, secre- 
tary-treasurer, Canyon, Tex. 


SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 18, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 
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This fast seller brings you a 
new opportunity for real profits 
—farmers and dairymen buy on 
sight. 

Positively weans—one size fits 
ealf or cow and will not come 
off or interfere with eating or 


NATIONALLY MAR’ drinking. 
ADVERTISED Retails at 50c. ’ . 
ion See Your Jobber or Write Us. 


Farm and Dairy Papers 


sell the So-Boss for you SIMONSEN IRON WORKS 


—Cash in on this de- 2 ° 
mand. r Sioux Rapids, Iowa 























Spun] BRAGS Seamless 





KETTLES, PAILS, DIPPERS 


SAM 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Yate) s a O10) .4D, 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality for its particular use. 
“There IS a Difference in Sash Cord’’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 








Durable, Unbreakable 


Brass ears, bails, rims, 
extra heavy. bottoms, 
f brushed lacquered finish. 
Spun from one sheet of 
brass. Also in Copper, 
Monel, Nickel, Everdur, 
Ambrac. Write for Bulle- 
tin B and prices. 

For Factories, Plating shops, Bakeries, Canneries, 

Dye Houses, Bleacheries, H hold use. 










The NATIONAL PIPE BENDING COMPANY 
130 River St., New Haven, Conn. 











The Outstanding Roaster of 
the Day! 


The Cream City ‘‘Juicy- 
Krisp’’ Roaster represents 
one of the greatest de- 
velopments in roaster de- 
sign. Water in the lower 
pan is transformed into 
steam which passes 
through the _ perforation, 
keeping the roast juicy 
without basting. When the 
vents are open the roast 
browns to a_ delicious 
crisp. 











You will find the roaster a big seller . . . Feature it. Complete information 
will be sent upon request. . . . Seamless enameled ware . . three colors 
. two sizes. 


GEUDER, PAESCHKE & FREY COMPANY 


2-16 15th Street Milwaukee, Wis. 








The symbol of 


quality in chain 


There is an ACCO Chain for every 
industrial, farm and home purpose— 
in bulk or made into specialties. 
Concentrate on this _ profitable 
quality line. Made by the world’s 
largest manufacturer of welded and 
weldless chain. 

AMERICAN CHAIN CO., Inc. 

Bridgeport, Conn. 
Makers of the Famous Weed Tire 
Chains 





GAINING IN POPULARITY 
PAINE 
Spring Toggles 
For attaching any object to 


hollow walls or ceilings. 


Simplest and Quickest in 
Operation 
Any size — Any Style—Any 
Finish 
Send for free samples—Sold thru jobbers. 


THE PAINE COMPANY 


2955 Carroll Ave. 79 Barclay St. 
Chicago, Ill. New York, N. Y. 























Fortify for a ramous 


SINCE 1907 


| Fire Fighting” (a ox 


ai : 
me Hanulacturing Compar) 


@ 
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As Long as the World Needs Fences 


Post Hole Augers and Diggers Will 
Always Be Staple Hardware Stock 

The highest development in post hole tools has 
been reached in the IWAN Post Hole and Well 
Auger. 

IWAN tools never obsolete or unsalable. The 
necessity for more replacement of wornout fencing 
will make 1931 a big year for IWAN Augers and 
Diggers. 

STOCK THESE BEST SELLERS 

IWAN Post Hole and Well Auger, 2, 3, 
4, 5, 6, 7, 8, 9, 10, 12, 14, 16 inch. 

IWAN Hercules Post Hole Digger. 

Seven other styles, Say “IWAN’”’ tools 
when ordering from your jobber. 


IWAN BROTHERS 

SOUTH BEND, IND. 
Also Hay Knives, Sidewalk Cleaners, Barn 
Scrapers, Revolving Chimney Tops, Wire 
Conductor Pipe Hangers, Tile Drain Cleaners, 
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Use the “Classified Opportunities Section” to reach Hardware Manufacturers 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


CLASSIFIED ADVERTISING 
RATES 
Advertisements from unemployed 

accepted free of charge; inse 

in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Pesitions Wanted and Help Wanted adver- 


tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 





THE FOLLOWING RATES 


apply to “Business Opportunities,” “Sales 
Accounts Wanted” and “Sales Representa- 
tives Wanted” Advertisements. 





Set Solid, Minimum of 5 lines...... $3.00 
Each additional line............- -60 
All Capitals, Minimum of 5 lines.... 4.00 
Each additional lime.............- -80 


Average 10 words to a line 
Allow One Line for Keyed Address 


Remittance Must Accompany Order 





BOXED DISPLAY RATES 


A ftmch ccccccccccccccscccccccc sc oH S00 
Each additional inch............+. 400 


Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Position Wanted ov Help 
Wanted Advertisements. 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 











Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 





be addressed to box numbers 











POSITIONS WANTED 


POSITIONS WANTED 





THE SERVICES are available of a man who for eighteen years has 
done a volume business with nearly every Hardware Jobber and mill 
supply house from the Missouri River to the Atlantic Seaboard. He 
desires to obtain two or three lines on commission from manufacturers 
seeking those outlets. Is equipped to offer valuable manufacturing 
counsel as well as produce business. Will take any part of this territory. 
Has a New York Office and can give intensive sales effort to the Metro- 
politan district. Credentials and full information available immediately. 
Address Box J-174, care of HarpwArE AGE, New York City. 





HARDWARE MAN of twenty years’ experience in Wholesale and 
Retail hardware business, also sporting goods, paint, oil and glass and 
housefurnishings. Forty years of age, sober and industrious. Capable 
of taking charge and handling men. Desire change. Can furnish first 
class references. iddle West or South preferred. Address Box J-99, 
care of Harpware AGE, New York City. 





POSITION WANTED, Hardware man experienced in wholesale and 
retail merchandising open for executive position or willing to travel. 
Good personality, highest class references. Capable of handling national 
distribution. Forty years of age, sober and industrious, well acquainted 
central states, middle west and south. Nominal salary to start. Address 
Box J-179, care of Harpware AGE, New York City. 





EXPERIENCED shelf and heavy hardware, mill and mine supply and 
building material man for 15 years manager large southern jobbing house, 
seeks connection as buyer or sales manages. Or having wide acquaintance 
among southern jobbers would represent reputable manufacturer in South. 
Address Box J-112, care of Harpware Acz, New York City. 





! HAVE severed my connection with Schlage Lock Company whom I 
nave represented in Cleveland and northern Ohio, with fifteen years ex- 
verience in this territory. I am now open for position with manufacturer 
of similar line of builders hardware or hardware Specialties. Address 
Box J-150, care of Harpware AcE, New York City. 


POSITION WANTED by experienced salesman to represent manufac- 
turer or large jobber in the South. Have covered twelve Southern States 
for nine years for one of the leading New England hardware manufac- 
turers and am acquainted with all hardware and mill supply dealers in 
this territory. Also have had eleven years’ experience in retail and whole- 
sale hardware business. Will consider any good line on salary or com- 
mission and drawing account. First class references. Address Box J-165, 
care of Harpware Ace, New York City. 





POSITION WANTED —Live Wire aggressive salesman, age 30. Eight 
years’ experience selling hardware jobbers and large dealers in States of 
Iowa, Nebraska, Missouri, Kansas and Oklahoma, seeks connection with 
reliable manufacturers, commission basis if line is well known and has 
merit. A-1 references as to qualifications and character. Address Box 
J-164, care of Harpware Ace, New York City. 





SALESMAN desires to represent manufacturer or jobber of stoves and 
sundries in Michigan or Ohio territory. Have covered this territory four 
years, will consider any good line. Can furnish first class references. 
Address Box J-163, care of HarpwArE AcE, New York City. 





POSITION WANTED—Young man, age 30, interested in Hardware 
and household lines, is desirous of making a permanent connection with a 
reliable and reputable firm as a salesman or sales agent in the Chicago, 
Illinois, territory. Have acquaintance with buyer of by cod hardware chain 
and also some local hardware retailers. Address Box J-162, care of 
Harpware Ace, New York City. 





HARDWARE MAN of twenty years’ experience, retail, general hard- 
ware and as an executive. Familiar with builders, mill and shelf hardware, 
paints, oils, varnishes and glass and agricultural tools and implements. 
Forty-eight years of age. American, industrious and capable of taking 
charge. New York or New England preferred. Can furnish best of 
references. Address Box J-161, care of Harpware AGE, New York City. 





HARDWARE MAN, 15 years’ experience shelf and builders’ hardware, 
paints, tools, plumbing and electrical supplies. Can take complete charge 
of builders’ hardware and paint departments. Nominal salary to start and 
excellent references furnished. Address Box J-177, care of HARDWARE 
Ace, New York City. 





CATALOG COMPILER, hardware experience, well versed in direct 
mail advertising with record of accomplishments, seeks position. Location 
immaterial. Moderate salary. Experience with manufacturing and jobbing 
sales promotion work. Address Box J-176, care of Harpware AcE, New 
York City. 


POSITION WANTED—Acquaintance with following in Texas with 
the furniture department stores and hardware jobbers and retailers—having 
had 12 years of personal contact with these leading retailers in this terri- 
tory. Specialist in Kerosene Stoves and liquid fuel devices. Highest 
credentials from several nationally known concerns. I am 40 years of age. 
Address Arnold Moser, 2211 San Jacinto Street, Houston, Texas. 








YOUNG MAN, 27 years old, six years’ experience in retail store, de- 
sires to enter builders’ hardware Department. Preferably New York State. 
Best of references. Address Box J-172, care of HArpwareE AGE, New 


York City. 


I wish inside position in either wholesale or retail hardware trade— 
office, store, stock room. I offer six years’ exerience as retail clerk in 
Germany and three years’ experience in various fields in U. S. A. Loca- 
tion no object. Address Box J-167, care of Harpware Ace, New York 


City. 

SALESMAN, Southern States. Southerner, age 30, now employed as 
sales representative for company rated AA-Al, desires permanent sales 
position in South. Walieg to travel extensively. Excellent references 
Address Box J-132, care of Harpware Ace, New York City. 











STEEL and wire products, seven years’ experience covering entire 
southeast hardware and automotive jobbers. Well acquainted. Following. 
Address Box J-168, care of Harpware Ace, New York City. 


_ SALESMAN, age 44, with extensive acquaintance, among hardware 
jobbers and mill supply dealers, in eastern, southern and central states, 
and a broad knowledge of manufacturing and merchandising, with a suc- 
cessful record of accomplishment, desires connection with manufacturer. 
References and full information first letter. Address Box J-160; care of 
Harpware Ace, New York City. 





4 
HARDWARE MAN of ten years’ experience representing large metro- 
litan New York jobbers of hardware, tools, housefurnishings through 
ew Jersey territory, desires immediate connection with jobber or manu- 
facturers’ agent. Have wide acquaintance through New Jersey. Refer- 
ences of the best. Unemployed at present. Married. Address Box J-159, 
care of Harpware AGE, New York City. 





RETAILERS! Can you use this unusual combination? Effective window 
dresser, and writer, “idea” man, capable of selling, merchandising and 
stimulating business all around. A responsible young man of 29 with 
initiative and ambition, single, will go anywhere. Thirty-five dollars a 
week salary. Write me at once. Address Box J-169, care of HARDWARE 
AGE, New York City. 





CREDIT MANAGER—Has held this position with wholesaler, manu- 
able at once. _Capable of managing office force and conducting entire ac- 
facturer of paints, and hardware and with large retail organizations. Avail- 
counting problem. Address Box J-116, care of HarpwarE AcE, New York 

ity. 





MANAGER, Wholesale or Retail Hardware Store, thoroughl eri- 
enced shelf and builders’ hardware, tools and supplies. Capable hendting 
all details. Purchasing merchandising, advertising, contract department 
and correspondence. Excellent references. Location no object. Address 
Box J-155, care of Harpware Ace, New York City. 





YOUNG MAN, 26 years old, two years’ erience i holesal 
mae 208 of _ > — paving experience in chala store, Fa 
in sales capacity. an furnish good ¥ 
-158, care of Harpware AcE, New York City. nn een 





ADVERTISING MAN—Copy writer and contract man fifteen years’ 
technical and advertising experience. Age 35, married. Any location. 
oacatlent references. Address Box J-170, care of HArpware AGE, New 

or ity. 








GERMAN, 23 years old, seven years’ experience in eral h 
has specialized in glass cutting, desires to make a conmatinn gee 
concern. Best references. Address Box J-156, care of Harpware AGE 
New York City. ‘ 
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CLASSIFIED OPPORTUNITIES 





SALES REPRESENTATIVES WANTED 





SALESMEN; Thoroughly experienced hardware men wanted by a 
progressive jobber to cover Northern New Jersey, Westchester County, 
Manhattan, Brooklyn and Long Island. Liberal Commission. State ex- 
perience, territory covered and whether you own a car. Address Box 


J-178, care of Harpware Ace, New York City. 





WANTED—Experienced salesman traveling southern territory to sell 
our quality line of tinners’ snips, pliers, wrenches, hammers, etc. 
Splendid opportunity to represent manufacturer of quality tools. Address 
Box J-144, Harpware AGE, New York City. 





SALESMAN acquainted with paint, hardware and lumber yard trade, 
in various territories to sell established line of paint brushes. Leads fur- 
nished. Liberal commissions. DAVID LINZER & SONS, 10-20 Astor 


Place, New York City. 





SALESMAN—To sell America’s most complete line of high grade Dog 
Furnishings. Commission basis. CRAFTSMAN LEATHER SPECIALTY 
CO., INC., 29 South Jefferson St., Dayton, Ohio. 





SALESMEN—Hardware specialty, with following among wholesale and 
retail hardware trade, department store and building trade. Excellent side 
line, straight commission, all territories open. Venti-Matic Sash Lock 
Corp., 92-32 Union Hall St., Jamaica, N. Y. 








SALESMAN—Calling on retail hardware trade in New Jersey to sell 
electrical and plumbing supplies as main or side line. Good opportunity. 
Address Box J-173, care of Harpware Ace, New York City. 


HELP WANTED 





WE ARE looking for a few responsible parties to become distributors 
for us. If you are acquainted with the hardware and department store 
trade in your vicinity we can offer you an exclusive franchise on our 
line of dry dust mops, wet mops, and twisted in wire brushes. All our 
products are covered by patents and are so superior to competitive lines 
that sales resistance will be at a minimum. Our merchandise is attrac- 
tively packed and can be easily stored, and reshipped. A capital of $2000 
to $3000 will comfortably start you in a remunerative business in which 
you will be your own boss and have plenty of territory in which to sell 
well rated accounts. Your capital will not be tied up at once but as you 
get going you will need the amount mentioned to carry your accounts and 
some stock on hand to fill orders. We are in a position to give you 100% 
co-operation in assisting you to get started. In answering please state exact 
territory covered and references. Address Box J-171, care of HARDWARE 


AcE, New York City. 


BUSINESS OPPORTUNITIES 











FOR SALE: 20 year old hardware business in city of 5,000 in southern 
Idaho. Owner retiring. Best corner location. Stock, and fixtures $17,500. 
Will consider part. Address Box J-175, care of HArpware AGE, New 
York City. 

LONG ESTABLISHED HARDWARE MANUFACTURER representa- 
tives located in ideal downtown section have office space for rent to respon- 
sible parties. Telephone service. Address Box J-166, care of HARDWARE 
AcE, New York City. 


SALES ACCOUNTS WANTED 











NEW YORK warehouse distributor with selling organization calling on 
the hardware trade would like another line. Serving dealers over twenty 
years. Address Box J-180, care of Harpware AcE, New York City. 














CESSES TE ALLTEL LES SLES ERE TAT TLE LRELELERERA ESSE? * 








‘HIT THE TRAIL HOLIDAY’ 

















a 


day tourist. 
gone but still an endless stream of wanderers flow 
through the beauty-spots of our country, drawn on by a 
greater lure. : 


It’s a far cry from the mushers of ’49 to our present- 
The glamour of “Gold” has long since 


And while some prefer to frequent hotels and farm- 
houses, still a great portion prefer to “rough it,” in 
emulation of “those who have gone before.” There 
is a no more rabid body of hobbyists than these 
campers. 


You don’t have to search them out in your locality 
to sell them. A well-arranged window display of camp- 
axes, cots, camp furniture, hunting knives, tents, fishing 
tackle and other things dear to the heart of 
the lover of the “out-doors” will draw them 
to your store. 














| 


= 
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EDLUND 


CAN OPENER 








The Edlund Junior 
shown here is a house- 
hold size. A guaranteed, 
quality article — outstanding 
among can openers. Complete line 
includes other types and sizes. 





EGG BEATER 


Another guaranteed 
Edlund product. Un- 
usually strong and _ at- 
tractive. Beats quickly— 
smooth running. A qual- 
ity item at a popular 
price. 


From Your Jobber or Direct 


EDLUND COMPANY 


Burlington, Vermont 





MAKE EXTRA PROFITS 
with GOTTSCHALK’S 


METAL SPONGE 


“The little sponge that does the big job” 


Display this quick and _ profit- 
able seller and get your share 
of the business we are creating 
by our national advertising. 


year. 


Gottschalk’s METAL SPONGE 
is endorsed by more than 25,000 





proven its superiority for clean- 


/ ing and scouring everything. 





FZ, | Turn this sentiment into sales. 
ES \ Send for FREE samples and 


prices TODAY. 


Retails at 10c and 25c 
ite Packed in attractive cartons. 
Metal Sponge Sales Corporation 


John W. Gottschalk, President 
2726 Mascher Street Philadelphia 




















"15" 0 35; 
PROMPT REPAIR MEANS DOUBLE WEAR 
WILDER & COMPANY CHICAGO 










Now Supplied In a New 
“Junior” Lion Display Cabinet 


To provide a smaller assortment of Leather Half 
Soles and Strips than contained in our regular “Lion” 
cabinet, we are now offering a “Junior” size cabinet 
which contains the following items: 4 doz. pairs of 
Half Soles; one doz. each of 15, 20, 25, and 30 cent 
grades and 1 package of Lion Strips. Gross weight 
about 25 Ibs. Retail Value— $16.50. Quick turnover. 
Good profit. SOLD ONLY THROUGH JOBBERS. 
Send us name of your jobber and receive FREE a 
Sample pair of 25c. “Lion” Taps. 


WILDER & COMPANY 


Manufacturers Since 1877 


1038 Crosby St., Chicago 























The Wolves of Lenox— 


How their name spread the width 
and breadth a In a fear- 
some chorus of barks and sav- 
agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 
before that super strength, speed 
“sand clean cutting teeth — when 
the wolves of Lenox were on the 









Popularity That 
Insures Greater 


Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land—a demand 
for ‘the tools in the 
plaid box’’—from shops 
and men to whom hack 
saw blades of super- 
strong, quick cutting 
and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan_ will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid box 


American Saw & 
Mfg. Co. 
Springfield Mass. 

























me RRS 
eS 
WARS 
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INDEX TO ADVERTISERS 











THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. Every care 
No allowance will be made for errors or failure to insert. 


will be taken to index correctly. 





pT Beene 
DS eee error 


Almo Trading & Imp. SNS, Ss «bb 'ue 
Aluminum Goods Mfg. Co....... 
American Brass Oo............. 
American 
American Fork & Hoe Co........ 
American Gas Machine Co....... 
American National Co.. AO 
American Rin 
American 
American 
American 
American 
American 


Sheet & Tin Plate Co.. 
Stainless Steel Co. 
Steel & Wire Co....... 
American Swiss File & Tool Co. 

American Window Glass Co...... 
Anker-Holth Mfg. Co., Inc....... 
Anti-Borax Compound Co........ 
PS eee 
Armstrong Bros. Tool Co........ 
peo ap. A > 
Atkins & Co., E. 
MTIBS TRE GOED, oo cccc ec cces 


W545 oe or 


Babcock Co., The W. 
Bakelite Corp. 
Baker, Geo., & Sons 
Ballonoff Metal Products Co..... 
Barlow & Seelig Mfg. Co........ 
Barney & Berry, Inc............ 
Bassick Co. 
Ee ee le a 
Berns Co., Inc., Otto........... 
Bethlehem Steel Co............. 
Bingham Engraving Co......... 
Birtman Electric Co............ 
Bissell Carpet Sweeper Co....... 
I NE MOS eines 6 yaa 6.060200 « 
Blaisdell Pencil Co............. 
Black & Decker Mfg. Co........ 
Bommer Spring Hinge Co....... 
Bosley Co., D. W 

Boston Varnish Co............. 
Boston Woven Hose & Rubber (Co. 
Brammer Washing Mach. Co. 
Bridgeport Chain & Mfe. sk. 


Bridgeport Hardware Mfg. Co.... 
Bridgeport Screw Co............ 
ee 
Brown & =e . ey 
eee ees as Fo oe 
Buddy ‘“‘L’”’ ute. RS ee 
oo LS Si See 
Buffalo Wire Works Co., Inc..... 
Bunker-Clancey Mfg. Co........ 


Burley & Winter Pottery Co.. 
Burnley Battery & Mfg. Co...... 


Cc 


California Fruit Growers Exchange 
Campbell Machine Co........... 
Carborundum Co. ......... a 
Carolus Mfg. Co........... it 
Cattaraugus Cutlery Co.......... 
Chain Products 
Chamberlain Co. 
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Chicago Roller Skate Co........ — 


Chicago Spring Hinge Co........ 
Clark Bros. Bolt Co 
Clay Equipment Co............. 
Clements Mfg. Co. 

Oo ee ee 
Cleveland Quarries Co........... 
Cleveland Wire Spring Co....... 
SR ree 
Coleman Lamp & Stove Co 
Columbian Rope Co............. 
eae 
Congoleum-Nairn, Inc. 
Continental Screen Co. 
Continental Steel Corp.. anes 
Cook Company, H. C........... 
Corbin Swe a Serer 
Corbin, P. F 

Corbin } ed ee 
POCO. (OD... cecccccccs 
Crescent-Davis Arms Corp....... 
Crescent Tool Co 


wn Cork & Seal Co.......... 
Cycione Memce Oo... 0... ce 


Daiay 


Damaseus Steel Products Co..... 
Dayton Toy & Specialty Co...... 





Dazey Churn & Mfg. 
De Boer Mfg. Co 
De Laval Separator Co......... 
WOME “TEOGSNIC! GO... cae ease ees 
ee A a orice 
Dexter Co. 
Diamond ee * sqaxsearped 2 ae 
Diehl Mfg. 


Disston & Sons, Inec., Henry..... 
Dixon Crucible Co., "Joseph. ; 
Domes of Silence, 5 aed 
Duluth Show Case Co.... 
Dux Dishmop Co......... 
Du Pont de Nemours & Co., 


E 


PN OI a's 9 25s 0 bie 4.0 )0-050'8 
CO WB a cree 
Pastern Tool & Mfg. 
Economy Service 
Eclipse Machine Co. ; 
Edison Lamp Works............ 
Edlund Co. 
Be SSS ees 
Blectric Cutlery Co.............. 
MCOrpria®. BARE, CO... neo tence 
Estwing Mfg. Co.. 

Evansville Tool Works. . 
Eversharp Shear 
Eveready Co. 








KF. & N. Lawn Mower Co........ 
Warrand, iInc., Hiram A....... 
Faultless Caster Co....... 
—" Enameling & Sfamping 
Fischer, J. 
Flexible Steel Lacing 
ce ie a ee 
Fox, A. H 

Frantz Mfg. 
French Battery 


Gendron Wheel Co........... 
General Grinder 
General Mfg. 
General Wheelbarrow Co......... 
Getz Power Washer Co.......... 
Geuder, Paeschke & Frey Co.. 

Gilbert & Bennett Mfg. Co...... 
Gold Medal Folding Furniture Co. 
Good Housekeeping 
GORGMI-PPREE CO... ccc cccccess 
Goodrich, B. F. 
CE SM eacwcseceen sees 
Greenlee Tool 
ci Se Se eee 
Griswold Mfg. 


Hamilton Beach Mfg. Co......... 
Hanlon & Goodman Co.. 
Hanover Wire Cloth Co... 
Harder Refrigerator Corp........ 
Harrington-Richardson Arms Co.. 
Heiss Hotel System............ 
Heller & Co., W. C 

Hercules Powder Co 
Hibbard, Spencer, Bartlett & Co.. 
Hoeft & Co. 


Hoppe, Inc., Frank A........... - 
+ Co 


Hogs 
Hurd 


I 


Independent Lock Co 
Indiana Steel & Wire 
Ingersoll Steel & Disc Co........ 
— Waterbury Watch Co., 

rire POT ape 


ne 

International 
America 

tems Ammer Bit C0... ccccicce> 

Ives Co., H. B 

Iwan Bros. 


Jennings Mfg. (o., 
Johnson & Johnson............. 
Johnson Arms & Cycle Works, 

RR oree er er 
Johnson Mfg. Co., 


K 


Kansas City Chamber of Commerce 
— Razor Sharpener oe 
®t BA Ry eee 
Kelly Axe & Tool Works of the 
American Fork Oe sine 
Kenton Hardware Co............ 
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Kester Solder Co... ..cccscvveee 
oe Peo 
Keystone Steel & Wire Co....... 


Kewaskum Aluminum 


Kimball Bros. 


Kingston Products Corp......... 


Klein & Sons, 


L 


Lamson & Sessions Co........... 


Landers, Frary & Clark. 
Laub Products 
Lauson Cor 


rp. 
Libbey-Owens-Ford Glass Co 


Lionel Corp. 


OS Cs Sea ei 
OO er eee 
Luther Grinder & Tool Co....... 


Lupton’s Sons, 


McCarthy Mfg. Co..........-.: 


McKinney Mfg. 
Madison Hotel, 


Malleable Iron Fittings Co...... 





| | 


Mansfield Tire & Rubber Co...... . 


Marshalltown Trowel Co......... 


Martin-Senour Co. 


Marvel Rack Mfg. Co., 


Maydole Tool Corp., David...... 
Meadows Mfg. Co.....-....--.- 


Meisselbach Mfg. Co., A. F 


Metal Sponge Sales Corp....... 
Steel « a Se a 


Mid-State 
Miller, Inc., 


Milwaukee Brush Co.. 


Milwaukee wy gO Co, as ee } ; i : : 
Montague Rod & Riba bab! eaes 


Moore Push-Pin 


Morse Twist Drill & Machine Co. 


Murphy Sons Co., Robert 
Myers & Brother Co., F. E.. 


National 
National 
National 


Lead 
a 
National Mfg. 
National Pipe Bending Co 
National Show Card Writer 
National 


Nelson Mfg. Co., L. 
New Haven Clock 
New Jersey Zine Co 
New York Knife Co. 
N. State Retail 


Inc., 
C 


Association, Inc 
New York Wire Cloth 
Nicholson File Co. 
Nilco Lamp Works, 


Noma Electric Corp............. 


Norge Corp. 
Northern Corrugating Co., I 


Norwalk Lock 


Norwich Wire Works.......... 


O-Cedar Corp. 
Old Colony Distributing Co. 
Oliver Iron & Steel Corp.. 
Onken Co., Oscar....... 


Ontario Fimife O00... ...cc0.scce. 
ES! GMM oc kc te cee eee 
Ne hele Ss od acacw<-= 


Outing Mfg. 


Page = & Wire Co.. 
Paine 
Patent wise 


Pecora Paint Co....... 
Peerless Handcuff Co 


Peloume Mig. 00....2ccccccsece 
Pennsylvania Lawn Mower Wks. 
A 
Peters Cartridge Co............ 
Pharis Tire & Rubber Co........ 


Perfection Stove Co., 


Phenix Mfg. 
— Lawn 


ne 
Pittsburgh Plate Glass Co 
Pittsburgh Plate Glass Co. 

Division) 
cr gg Steel 
Plu Inc., Fayette R. 
Siyenath — Co. 
Porter, H. 


Progressive Nite Meecd asad wae “= 


Pyrene Mfg. 


Red Arrow Service Co.........- 
Reed & Prince Mfg. Co......... 


Remington Arms Co., Inc 
Remington Cash Register Co., 
Reo Motor Car Co 
Reynolds Wire Co 


& PEERS oat 
19, 2 


Eee 


Sign Stencil Co... Bie. 
Neely Nut & Bolt. Co... cess: 


Hardware 


CO. caves OF 


MGs 5: 6:0 
North Wayne Tool Co.......5.. 
Northwestern Barb Wire Co...... 






velty Bae reads cen 
Peck, Stow & Wilcox Co........ 





| EEE er ore 
Mower 
(Paint 


COs. vccccccnes 








_ 
| wo 





Co., 
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Rich Pump & Ladder Co......... _— 
Richards-Wilcox Mfg. ee 
Richardson Ball Be aring Skate Co. 
Rixson Co., Oscar 
Robertson, Arthur R............ 
Robinson, Edward B............ 
Robinson, We reevidies «cca. cae 
Rose, Frank, 
Rose & Bros., 
Rubberset Co. 
Ruby Chemical Co.............- 
Mfg. Co 

Burdsall & Ward Bolt & 
PE Os co wiesig vas access de eae -- 
Russell & Erwin 
Beumeen COMMON COs ook se cies 

Ss 

Sabin Machine Co.............- 
SRCee,. TMC:, BOWS s 6.006 :8.5 cheese 
Sallee Bros. 
Samson Cordage Works 
PNIING EE Olas: 6.0: eiee's. 40.003 ee mae 
ee ee err are 
Schalk Chemical Co............. 
Schatz Mfg. C 
Schrade Cutlery Co 
Segal Lock & Hardware Co....... 
Shapleigh Hardware Co......... 
Sheffield Bronze Powder & Sten- 

Oe Oy Neth napeidteseednceeee — 
Shelby Spring Hinge ~*~ Coeemeee-e — 
Sherman Mfg. Co., H. 
MhowensGer, IME. cecccsccsccces 
Signal WDlectric 
Silver Lake Co ad 
Simmons Hardware Co.......... 
Simonds Saw & Steel Co........ 
Simonds Worden-White Co...... - 
Simonsen Iron Works........... 9% ) 
Slaymaker Lock Co......0ccscess 
Smith, Inc., Landon P......... 
Smith, Seymour, & Sons, i 
COMI ONONG © hice brek ce%'s.5.0 x's 6 - 
Springfield Arms 
Standard Electric Stove Co.. 
Standard Gas Equip. Co........ — 
Standard Tool Co.............. - 
Stanley Works 
Star. Heel Plate Oe. 6.06... ccccc. 
Starrett, L. 8S — 
Stevens Arms CO., Jicccciccsces 
Stewart Iron Works............ 
Strong Mfg. Co 
Superior Electric Products Corp.. — 
BOND Cig SOMIDs oc cccccsicccscs 
Swartzbaugh Mfg. Co........... 32 
Sylvania Products Co........... - 


Thompson & Son Co., 
Tilley Ladder Co., 
Toledo Metal Wheel Co.......... - 
Toledo Wheelbarrow Co......... 
EE, DEE Eller swicecesecees 
yo a: A See 
Trow & Holden 


Mfg. Us wie 04-4 Sade 


MITTILISI 


| 


iv <) 
-1 











Henry G... 


Tarmet BLASS. Wettis ooo sc cece 
Turner & Seymour Mfg. Co...... 


U 
Union Hardware Co. .......... _ 
Union Steel Products Co........ 
United Screw & Bolt 
Mes) es MI ONS dik cg da-we-acs 
U. S. Stamping BRA CK Sewn s 


Vichek Tool 
Vollrath Co. 
Voss Bros. 


Wall, P., Mfg. & Supply Co..... — 
Walworth Co. 
bi AR eo ree 
Warren Mfg. Co., J. D.......... 
Washburn, PB. G., 
Western Cartridge Co........... 
Westinghouse Electric & Mfg. Co. 
Whiting-Adams Co. 
Wickwire Bros. 
Wickwire, Spencer Steel 
Wilder & 
Williams Radiator Co........... 
Winchester Repeating Arms Co... 
Waee Ge Cres cccecesse ccc 25 
Wood Shovel & 
Wooster Brush 
Worthington Co., George........ 
Wright Steel & Wire Co., 
Wrought Washer. Co0..... 00000. 


Corp... 


= 
Yale & Towne Mfg. Co.......... — 








THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 
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BOTTLE CAPS 


The kind your 
customers prefer 


ROWN CORK & SEAL Bot- 

4 tle Caps outsell all other 
brands on the market. That 
means more people prefer them 
—they are easier to sell—sales 
cost less to make. They are made 
by the oldest and largest bottle 
cap manufacturers in the world. 
You will find it good business to 
handle these two reliable brands. 

Write for our latest booklet 


“The Value of a Name” 
















A trade-mark cap of deluxe qual- The world’s biggest seller in a 
ity. The special cork disc is wax handsome new package, sealed 
treated by an exclusive process bot ome A jhorosshiy de- 
that keeps it softand pliable. The Pendable captor all ordinary pur- 


poses... Selected cork— uniform 
cap for those that want the best. Quality—accurate count. 


CROWN CORK & SEAL CO., BALTIMORE, MD. 
World’s Largest Makers of Bottle Caps 


























NEW Way 


After opening the bottle the 
housewife lays the Spear-Cap 
down with the paper cap at- 
tached which is protected by 
the ~~. edge of the cap 
shell, othing comes in con- 
tact with it. When thro’ 
using milk, re-seal the bottle 
with Spear-Cap. 

Spear-Cap is made of Alumi- 
num with Nickel-Silver spear. 
Never yg 8 
Approved by ouse- 
hecplag and Tribune Insti- 
tutes. Retails at 10c, $14.40 
per gross. Costs dealer $9.00 
per gross. If your jobber 


for SAMPLE and prices. 


R. E. MILLER, Inc. 


Pearl Street, New York City 


Opens and 


Reseals Milk 


Bottles 
Doesn’t Spill 


It “Spears the Cap” on the bottle 
and a quarter turn removes the 
cap without splashing or spilling 
a drop of cream or milk. 

Also acts as a sanitary cover until 
, milk is consumed. 


‘a " = Spear-Cap Is Sanitary y 





























When you 
specify Su- 
perior Brand 
Hardware 
Cloth you re- 
ceive a fabric 
that is woven 
from standard 
size wire with 
straight selvage, 
even mesh and 
heavy galva- 
nizing. 




















At Your Jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, 
Mass. 
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NO “WRONG” SIDE 
TO THIS 


FLATTER GLASS 




















































ENNVERNON Window Glass can be glazed either 

side out—for both surfaces have the same flat- 
ness—the same remarkuble, brilliant luster. This new 
flatness comes from the new Pennvernon vertical 
drawing process, which keeps the sheet flat through- 
out its manufacture—and produces a new, clearer 
visibility. 

Your trade would expect to pay more for a 
glass like Pennvernon, but the surprise is that it costs 
no more than ordinary glass. 

See for yourself this achievement in modern glass- 
making. Any warehouse of the Pittsburgh Plate 
Glass Company is ready to supply Pennvernon 
promptly. There’s a warehouse in your locality. Send 
for new illustrated booklet containing the story of 
how this glass is made. Pittsburgh Plate Glass 
Company, Grant Building, Pittsburgh, Pa. 


Pennuernon 


flat drawn 


WINDOW GLASS 
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ORIGINAL 
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SPRINKLERS 
| 4 Pair of Quick-Sellers 
that bring good dealer profit 


Four series of clean cut 
holes throw spray high 
and wide at four different 
angles. Results: Largest 
possible area covered — 
Perfect distribution — 
Beautiful appearance. 
Made of heavy brass. 
Diameter 81% in. Pack- 
ed in attractive 4 color 
display box. 











The Crescent throws all 

water to the front and 

sides. Covers a large area 

evenly. You can move it ia 

without getting wet. \ G: 
Top made of 22-gauge 
brass. Bottom of 20- 
gauge brass or cad- AC 
mium-plated steel. eta — — ee 
Beautiful 4-color dis- TOU CAN MOVE“ WitHoUt Getting WET 
play box SELLS them. — 


| 1 Fh | 
FOUNTAIN 
SPRINKLER 








“WHIZ SPRINKLER 


L. R. NELSON MFG. Co., Inc. 
Peoria, Illinois 








‘de 
* cso) Catalog and Electros on Request 


SOLD THROUGH JOBBERS ONLY 
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